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When you plan printing for any purpose, remen Your printer or lithographer, and America’s lead- 
ber this trade-mark. It brings you year-round ing paper merchants behind him, knows Mead 
greetings of happier results. It represents the diver Papers as Santa Claus knows good little boys and 
sified and standard Mead brands of printing papers good little girls. He knows that the uniformity and 
for every business and advertising use quality of these popular papers save time, trouble, 


Mead P lude D&C . P and money on every job...on big jobs, little jobs, 
cud upers meciudce < coated papers and “ 
, ; ors simple jobs, elaborate jobs 
Wheelwright bristols and covers Among these 
popular papers are surfaces, sizes, weights, and Mead Papers mean business. Specify and use them 


colors to meet every printing need for every job, every time 


THE MEAD CORPORATION 9 “parecer MAKERS TO AMERICA” 


Sales Offices: The Mead Sales Co.,118 W. First St., Dayton 2- New York -Chicago- Boston: Philadelphia- Atlanta 
ESTABLISHED 1846 





Mean Moistrite Orrset in white, Mead Nortuure Orrset in white, and Mean De & 
Se Tints in six bright colors give you a triumvirate of moderately priced papers 
for offset lithography in one or many colors. Each can be used for letterpress 
printing as well. Your files are incomplete without the samples of these three 
popular papers that your Mead merchant can supply. 


"Mead Papers mean business.” That's what Mead advertisements in full colors are saying 


over and over again to the 1,850,000 businessmen readers of Time and Business Week 
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i he use of Cupples Personalized envelopes 
will bring you many extra gifts in the form 
of increased returns and additional 

orders. Just one extra return per thousand 
can materially affect your income. 

Ask your Cupples representative to show 

you how color, design and embossing can work 
for you. Cupples Personalized envelopes 
bring in those extra returns which are 


just like a gift from Santa. 


TRiangle 5-6285 


upples 


envelope co., ne. 


360 Furman Street + Brooklyn 2, New York 








NEW PORTABLE PAPER Te Reporter of —~ 
GATHERING MACHINE = AbWER GING 
...adds 8 Adar at malt 


Editorial and Business Offices 


extra hands to Ps 53 Hilton Ave., Garden City, N. Y. 


Phone GArden City 7-1837 


your department ! , ina a 


The Reporter of Direct Mail Advertising is 
published monthly by Henry Hoke, publisher, 
at Garden City, New York. Subscription price 
is $6.00 a year Re-entered as second class 
matter at Post Office at Garden City, New York 
under the act of March 3, 1897. Copyright 1952 
by Henry Hoke 

Henry Hoke, Editor and Publisher 
M. L. Strutzenberg, Business Mar 
Henry Hoke, Jr., Advertising Mgr. 
Dudley Lufkin, Field Editor 


F. S. Stern, Fulfillment 


Short Notes 


New low-cost Thomas paper gathering machine puts an end An taterviow With A Spenish Sissler 


to the monotony, fatigue, and confusion of collating papers Scien “et Gintaen 
by hand eliminates the mad scramble of last minute dead- , 

lines. Simple to operate fast and accurate. Permits a Testing Costs Money 
constant check on the work almost impossible for a blank by Virginia Parsons 

or misprinted page to slip through. Occupies a minimum of 
space only 15‘ inches square is easily carried from 
place to place. Adjustable trays afford quick shifting from one Mow | Became An Expert On 
paper size to another. Perfect for sales bulletins, price lists, Business Letter Writing 


etc Verified savings from 40° to 70% by Herbert 1. Creeh 


A‘’umni Association Uses Humor 


Add these 8 extra hands to your department now! Mail coupon 


for free illustrated literature Compeign Wih A Hook 


Philadelphia's Direct Mail Day 


. tiny an Mmmicks 
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Specialists in paper gathering ...83 sales A Creed For Executives, Salesmen, 
and service offices from coast to coast. and Letterwriters 


Case History of A Simple Campaign 


FREE Check coupon for free collating 


analysis sheet. Permits easy analysts Crusade Against Silly Advertising 
Finger tip gathering trays your paper gather 
Names ln The News 


THE ONLY MAGAZINE DEVOTED 
EXCLUSIVELY TO DIRECT MAIL 
) Finger Tip Trays © Floor Model 
© Portable Table Model © Analysis Sheet The Reporter is independently owned and op 
erated. But in addition to thousands of regula 
Your Name subscribers s Members f the Direct Ma 
Advertising Association receive The Reporter 
Company as part of the Association service. A portion 
Floor Model (available of their annual dues pays for the subscription 
in 5, 8, 10 oF 16 Bins.) Street 


City Zone State THE REPORTER 





"THE BAKER’S DOZEN” IN PAPER ... that’s how you would describe 


all the extra tests that Rising papers must undergo to assure uniformity. This Smoothness 
Tester, for instance, forces air against a small surface of paper samples taken regularly from 
the paper machines, and determines the precise smoothness of the sheets by measuring the 
time it takes the air to escape across the surface. That’s another reason why you know your 


paper man means what ,, 


he says whenhe says:  Hising Paper is Fine Paper at its BEST!” 





* A comprehensive camera tour of the 
Rising operation . . “Fine Paper At Its Best 
—and How It Gets Thot Way”. . is yours 
for the asking 


Fine Paper at its BEST... 


| es pee MS a. | | 
comes to you from the Rising Mill” +") <2 'in the scenic Berkshires 


RISING PARCHMENT * NO. 1 INDEX " * RISING BOND ® * PLATINUM PLATE R * LINE MARQUE 
INTRALACE TEXT * HILLSOALE VELLUMS AND BRISTOLS Rag * WINSTED VELLUMS AND BRISTOLS 


Address: Direct Mail Service, Rising Paper Company, Housatonic, Mass 





Typing Help 
Available 


Fast- Accurate -Dependable 


Auto-typist 


Push-Button Typing 
the Automatic Way... 


Repetitive Correspondence 
for —Sales + Service 

Good Will + Thank You 
Fund Raising 

Credit 


Model 

5216. Push 

button selector of 16 

etters or paragraphs 
Other models up to 

90 paragraphs 


Investigate this 
@a\ MODERN OFFICE 
METHOD TODAY! 


Yes, it’s true! With 
Auto-typist you get 
perfect, error-free, individually type- 
written letters — automatically. With 
Auto-typist one girl can do 2'2 times 
more work! Solve your steno shortage 


Mail the coupon today 


American Automatic Typewriter Co 
Dept. 212, 614 N. Carpenter St 
Chicago 22, Il 
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NOTES 


DEPARTMENT 


NEW READERS need to be “brief- 
ed.” This department of The Reporter 
should be read with a pencil in hand 
Check the items on which you or your 
secretary ought to do something 
like write for information or a sample, 
make a contact, etc. If you visited our 
offices and asked, “What's happening 
in direct mail?” . . . these are some of 


the things we might gossip about. 


A PLEASANT HALF HOUR in our 
apartment brought back the sounds and 
highlights of the Washington Conven- 
tion . . . listening to Leo Orso’s docu- 
mentary recording. He has crowded a 
lot into a short space. Excerpts snatched 
from talks and interviews . . . with con- 
necting explanations. You'll hear the 
voices of forty-two participants in the 
program. Not enough of each to give 
you much solid information, but you 
certainly get the flavor and the enthus- 
iasm for direct mail. You can get these 
records by writing to Leo Orso, Associa- 
ted Recording Services, P.O. Box 1743, 
Washington 13, D. C. Long playing 
33 1 3 rpm are $4.50 per set. Old style 
78 rpm are $6.50, delivered. Worth the 


price. 


RECORDS are being used for making 
contacts by mail. Advertising manager 
C. P. Moore of Union Pacific Railroad 
Company, Omaha 2, Nebraska sent us a 
record recently distributed to travel 
agents. On both sides, transcriptions of 
songs presented by students chorus at 
Zion, Bruce Canyon and Grand Canyon 
in Utah National Parks. There's a short- 
short commercial concluding each side 

asking agents to route vacationers 
over the Union Pacific. Well done. And 
speaking of recording, this reporter en- 
jovs corresponding with a few friends by 
Sound Scriber (rather than letters). 
Ralph Curtis from Tulsa, sends his ideas 
und criticisms by voice. So does Charlie 
Binger. A close and friendly way to do 
business. This is to advise all our readers 


who own Sound Scriber equipment 


we'll be glad to listen to you and will 
answer likewise. 
— 
eed 
4. GARDINER GIBBS was elected 
to the presidency of the New York Hun- 
dred Million Club at the November 13 
meeting. As predicted in the November 
Reporter, Lester Suhler resigned in or- 
der to devote more time to his new job 


as DMAA president. Gardiner deserves 
the job. He has been active in Hundred 
Million Club affairs for many years. As 
most of you know, he is manager of Mail 
Circulation Sales of McGraw-Hill Pub- 


lishing Company. 


ore 


HARRY PORTER, now senior vice- 
president of Harris-Seybold Co., 4510 
E. 71st St., Cleveland 5, Ohio, is con- 
tinuing his good technique of writing 
occasional “personal” letters to a select 
group of contacts throughout the world. 
The letters are conversational . . . and 
just chat about things in general. Of 
course, they are automatically typed .. . 
but signed by Harry personally. Just be- 
fore the election, his letter talked about 
the wonderful privilege of going to the 
polls and what American leadership 
meant to the world. Attached to Harry's 
letter was a beautiful 8 x 11”, 24-page 
booklet with colorful illustrations and de 
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The inside story of 
the list business +1 


In spite of the fact that we are now in our 25th year 
in the list business, a friend of ours told us the other 
day that we had picked the wrong name for ourselves. 
Ca “We should be called People Unlimited instead 
’ of Names Unlimited. It’s people who eat cake, 
people who read books, people who buy toys 


for children,” and we must agree. 


Talking to people is the beauty of direct mail — not to 
a faceless market, but to people — people we can de- 
scribe almost to the clothes they wear, the books they 
read, the kind of cooking they like, the style 

of furniture they have, the way they earn 

their living, their religious feeling, whether —~ 
they are overweight and whether they care about it. 


The more we know about the people on any list, the 

better the list usually is. This is so not be- 

f| 7 cause it gives us a lot of sales ammunition, but 

nile because the more clearly the people on a 

list identify themselves, the better we know what these 
people want. 


Take one of our good lists and let us tell you what 
we know about the people on it. Everyone owns an 
automobile. They are well-to-do — many of them have 
3 J chauffeurs They are middle-aged to elderly 
men. They are especially careful of their pos- 
sessions and take particular pride in ownership. 
They have standing in their community. They contribute 
more than average amounts to charity. They are in- 
terested in financial matters. Their credit is Al. We 
didn’t learn all these facts by making a survey. Bit by 
bit we found out these facts by following hunches and 
having our hunches prove right. 


Now we suppose you are wondering what this marvel 
of a list is, and you'll laugh when you hear that it is 
a list of men who spent an initial two bucks € 

for a cloth to clean a car. Doesn't seem 
plausible, does it? How did we happen to 

guess this list would be good? A large broker likePour- 
selves who has scheduled millions and millions of 
pieces of mai! — all on a test first basis — and who 
has made a conscientious study of test results, gets a 
feeling after a while for the quality of a list. So you 
stop and consider the facts we had. First of all, we 
knew the manufacturer used only direct mail to sell 
these cloths so we knew his customers were doubly 
responsive to direct mail. Second, we knew the kind 
of lists he used most successfully. Third, the owner of 
the list told us a few things he had found out about 
his own customers. Fourth, we knew which mailer found 
his list responsive, and it was the last mailer to use his 
list which told us that these men were of the age to 
think of retiring. Seems elementary now, doesn't it? 
Now that you, too, know the inside story of this list, how 


can you resist? 


Another group of people of a different sort responded 
even more exactly to what was expected. (This could 
become very monotonous.) We predicted that 
the 18,600 people who subscribe to a series 
of reprints of a well-known intellectual radio 


OUR 25th YEAR 


program would be successful for every publisher of 
serious books, magazine and book clubs. We were right. 
The list was also used by 3 news magazines (not the 
3 you are thinking of), a correspondence school and 
a travel magazine. Do you belong in this picture, as 
the ad man says? 

Some misconceptions about people sometimes exist. Some 
mailers look askance at lists of sex book buyers, but_we 
have known for many, many years that these — 
buyers are serious people they are even 
religious people. Before the war, they were 

mostly men, but since then just as many women have 
expressed an interest in learning about this once taboo 
subject from books. One sex book list we handle has 
been run successfully by 2 news magazines (1 of them 
3 times), a religious publication, a fund raiser, by our 
famous manufacturer of a car washing cloth, by a health 
magazine (twice), a travel magazine, a high grade men’s 
magazine and, of course, by other publishers of sex books 
over and over again. We mention these uses because 
we feel that although this is a pretty good record for 
a list, a lot of mailers should have tested this list ~ 
and others like it. 


How would you like to see a picture of yourself, mail- 
order-wise? Consider that you are representative of 
the people on a list of 71,000 in the mail-order 
l business or who want to be in the mail-order 
business. As such, you have subscribed to 2 
news magazines and a business service, you have bought 
business books, subscribed to a travel magazine, taken out 
insurance, learned to enjoy a hobby and you read a 
certain business paper assiduously. The list is producing 
good results now, so pat yourself on the back. Everyone 
loves you. 
What opinion would you have of a list of people who 
merely inquired about plywood or who sent in from 
10c to 50c for a booklet on home decoration? Would you 


say that because there was little or no money c 


involved, the list would not be productive? 

Or would you think “These are home owners 

who read all the wonderful home decoration magazines 
and some publications in the building field — they are 
people of taste and imagination with money enough 
to spend on the luxury of redecorating their homes from 
time to time, or who are even now building their dream 
house?” If your guess is the second description, you 
will have guessed right along with these successful users 
of the list: a consumer service, a popular science maga- 
zine, 2 home decorating magazines, 2 top news maga- 
zines, a general magazine, a tool kit offer, a sewing 
book and a home mechanics handbook. 52,500 people 
wrote in for decorating ideas this year and almost every 
mailer who tried to sell them something succeeded. 
People will often do what you ask them to. They will 
even b ay what you hav e to sell, but you have to ask 
them. We can give you a lot of names — of PEOPLE. 
Write or call us and tell us the kind of people you 
want te reach 
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President 


NAMES UNLIMITED, INC. 
352 Fourth Avenue Murray Hill 6-2454 N.Y. 10, N.Y. 
Charter Member National Council of Mailing List Brokers 


IN THE LIST FIELD 





Areca 003 
business on 


nekoos 


For letterheads and 
most other business 
stationery, you will 
find that pre-tested 
Nekoosa Bond is a 
better paper to work 
with—and the best 
paper to work on... 
’- - 





MADE IN U.S.A. , 


NEKOOSA-EDWARDS PAPER CO. PORT EDWARDS, WIS. 


scriptions of the new S.S. United States. 
The booklet happened to be lithographed 
and worked in nicely with the theme of 
leadership in production. It is a good 
idea for other executives—an occasional 
letter enclosing something of value or 
interest to the recipient. 


HANDWRITTEN 


popular for years 


SIMULATED 
MEMOS been 
. «» especially when used as a transmit- 
tal note with a requested catalog, or with 
an annual report. We have just seen what 
looks to be an amazing new develop- 
ment. Edward Pousland of Advertising 
House Incorporated, 311 Main St., Wor- 
cester, Mass., sent us some memo samples 
which look and feel so much like hand- 


it is impossible to 


have 


written crayon that 
detect the mechanical preparation. Mr. 
Pousland tells us he discovered this pro- 
cess in France several years ago and is 
now introducing it in America. He calls 
it the “French Facsimile Crayon-Mark 
Process." The writing can be in black, 
red or blue. The final result has true 
crayon mark composition. Will smudge 
when finger is rubbed over the writing. 
If you want to see samples of this un- 
usual process, write to Edward Pousland. 


GOOD GRIEF! The Mexican prison- 
er racket has broken out again. Folks 
around New York received letters from 
Mexico dated November 14, 1952. Same 
old pitch . . . in jail . . . need help in 
retrieving a trunk at U.S. Customs in 
which is hidden $450,000. Asks recipient 
to get in touch with a friend outside jail. 
These letters are frauds, and if you 
should receive one in your mail send it 
at once to the local postal inspector. 


RADIOACTIVE SAND in a glassine 
envelope was used as a gadget on a mail- 
ing piece produced by Electrical West 
(magazine), 68 Post St., San Francisco 
4, Calif. to dramatize the punch line, 
“Electrical West is hot with sales activi- 
ty.” Electrical West sales representatives 
carried Geiger-Muller counters on the 
follow-up sales call to prove that the 
actually “hot” with 


gadget sand was 


radio activity. 


CLEVER BIRTH ANNOUNCE. 
MENTS have been a hobby of many 
Reporter readers. In days past, we fre- 
quently ran good examples. Now, some- 
one has capitalized on the interest in 
such things. The McCall Corporation, 
publishers of Redbook Magazine, 230 
Park Ave., New York 17, N. Y. have 


ed slogans, 


been running a contest to uncover the 
best or cleverest birth announcements. 
We have just seen an interesting 4-1 8”x 
5-4,", 40-page dummy booklet illustrat- 
ing and describing 24 of the most un- 
usual birth announcements. When com- 
pleted in color, the booklets will be 
distributed by American Stores and Red- 
book Magazine, and will be sponsored 
by leading manufacturers of outstanding 


products for the baby. 


eee 

WATERLESS COOKING is the sub- 
ject of an interesting, 5'." x7'.", 36- 
page booklet designed by James E. How- 
ard, sales promotion manager of English- 
town Crafts, Inc., 271 Church St., New 
York 13, N.Y. It is a darn good job. 
Although not designed specifically for 
direct mail use, the piece had to fulfill 
almost all of direct mail’s requirements. 
This cookbook was planned to go along 
with each shipment of Englishtown water- 
less cooking ware. The copy had to be 
simple and the art work spritely enough 
to encourage the housewife to read it 
through. The booklet had to pave the 
way for possible future sales or future 
recommendations. The cartoons, illustrat- 
and easy copy fill the bill 
exactly. More advertising managers 
should pay more attention to the book- 
lets which accompany their merchandise. 


37] 


[1] THE ADVERTISING PRESS has 
been filled with stories about Duane 
Jones winning his suit for $300,000 
against former agency employees who 
formed another company and took ac- 
counts along with them. The point which 
interested this reporter the most was the 
rumor that if the verdict sticks after ap- 
peal, Duane Jones intends to set up a 
fellowship at the University of Pennsyl- 
vania for the advancement of business 
ethics. It is a good idea. If it ever comes 
about, we have a candidate for the teach- 
ing chair. It should be Maurice Baum, 
Ph.D., of the Department of Philosophy, 
Kent State University, Kent, Ohio. He is 
the gentleman mentioned numerous times 
in past Reporters who edited the manual 
“Readings in Business Ethics.” A won- 
derful job. The course in ethics is already 
prepared. 


— 
eee 


SPEAKING OF BUSINESS ETH- 
ICS ... the ability to adapt ideas is a 
good trait, but when you copy someone 
else's technique and wording .. . that 
is plagiarism. We don't blame Lloyd 
Wood of the National Wildlife Federa- 
tion, 3308 14th St., N.W., Washington, 
D.C. for being burned up at another 
Washington outfit. Lloyd designed a col- 
ored envelope with a slogan “Stamps En- 
closed” printed boldly at the left of the 
address window. On the back of the en- 
velope in a box there is a notice about 
possible duplications on the mailing list 


THE REPORTER OF DIRECT MAIL ADVERTISING 





and a request to pass the stamps along 
to friends in case of duplication. Another 
Washington money raising outfit copied 
the idea of “Stamps Enclosed” and used 
the same identical wording on the back. 
A little raw, but maybe Lloyd should be 
pleased. His idea was so good that others 
wanted to steal it. 


= 
eee 
STUART WEBB of Baltimore, Md. 
thinks The Reporter ought to publish a 
Who's Who of Direct Mail. That would 
be a difficult and nearly impossible job. 
Stuart was trying to find the present ad- 
dress of one of the old-timers in direct 
mail. Wasted a couple of days in the 
search until he happened to hit the right 
contact. For the benefit of all Reporter 
readers, here is a tip: If you are trying 
to find anyone connected with any phase 
of direct mail, just wire or call The Re- 
porter. There are very few pepole in 
direct mail that we do not know i 
or at least know how to find out where 
they are. 


eee 

GLAD TO GET A LETTER from 
our old friend, William H. Woodard, 
Postmaster at the North Chicago (Illi- 
nois) Post Office. Had not heard from 
him for a number of years. He is still 
sending out wonderful letters to the com- 
mercial patrons of his post office .. . 
telling them how to use the postal serv- 
ices to better advantage. If all the post- 
masters around the country could be in- 
duced to conduct a similar crusade . 
things would be a lot different. 


RONALD WILLIAMS, circulation 
manager of Punch magazine (London), 
told us an interesting story at lunch re- 
cently. He had heard some of the circu- 
lation experts discussing the problem of 
duplication. He says that the British 
people are overly sensitive about waste. 
Sometimes, when a Britisher gets a dup- 
licate mailing from Punch, he protests 
to a member of Parliament. Then Punch 
gets an irate letter from the MP. So they 
are very careful about duplications in 
England. Maybe it would be a good 
thing if we had a similar situation in the 
U.S. . . . someone to raise hell. 


Ja] 


THE POSTAL INSPECTORS sure 
worked fast on one case. In the Novem- 
ber Reporter, we had a Short Note about 
the purveyor of pornographic mailings 
from the West Coast who, after being 
stopped with a fraud order, had started 
operations again in Springfield, Illinois 
under a different name. The Postal Bul- 
letin of November 13 announced that a 
Domestic “Unlawful” Order had been 
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Why REcessED OFFSET 
means PRINT SHOP Quality: 
for the life of the master 


During initial “wetting out,”” the exclusive and unique 
MULL oLicMeeloLilile Mela We Mm Olle @elig-ca M@luilelel Muelle whi) 
imperceptibly to hug the image. In effect the image 
becomes recessed for protection—escapes possible 
squashing. The result is print shop quality for the life of 


the master—copies to satisfy the professionals. 


For more information about REcessED Offset and\ the 
complete line of A. B. Dick lithograph supplies plus pre- 


ST athipa-tem slulelielei ge] allem leh MlMulel Mil -mael!] sleum oleh em 
fam a: r n T NAME N r AT N 


A. B. DICK COMPANY, Dept. R-1152-0 
5700 Touhy Avenue, Chicago 31, Illinois 


Without obligation please send me more information about A. B. Dick 
(CD direct image... (1) photo-offset products for offset duplicators. 
Name Position 

Make of Offset Duplicator 


Organization 


City 





LURE 
EXTRA 
BUSINESS 
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( ), the line above you see the standby 
“printed lures” that catch business in every 
season. But when the “limit” is wanted 
from a mailing, often the catch can be 
stepped up by baiting the hook with 
Fox River Onion Skin 


Old messages, switched to airy Onion Skin, 
sometimes look like fresh bait. Veu 
messages printed on this lightweight bond 

make fishing for extra business easier 
and often add nothing to the postage 
cost. Ask your Fox River merchant for 
samples. Write Fox River Paper Corp., 
Appleton, Wisconsin, for 


\ Free Kit of Printed Specimens 


overseas ond 
extra-long 
domestic letters 


issugd against P. McDermott of that city. 
Wonder if they will have the nerve to 
start again? If they do, they shouldn't 
use the same old list because it has 
many dummy names on it. 


™ 
eed 


[) THE AMERICAN MUSEUM OF 
NATURAL HISTORY, Central Park 
West at 79th St., New York 24, N. Y. 
has a mail order activity. We were inter- 
ested in looking over a 544x844", 20- 
page gift booklet sent to us by Mel Ru- 
bin of The Shaller-Rubin Co., Inc., the 
designers, 95 Madison Ave., New York 
16, N. Y. Booklet illustrates and de- 
scribes all the unusual items from all 
over the world which can be purchased 
as gifts. Quite an idea. 


7) 


(1) WHAT’S THIS DEPARTMENT? 
The New York chapter of the American 
Marketing Association (for the advance- 
ment of science in marketing) publish a 
monthly newsletter which reaches “key 
marketing people in the New York 
area.” Recently the Association has been 
soliciting advertising for this newsletter, 
and in the solicitation make the follow- 
ing statement: “As you can see by exam- 
ining the enclosed rates, the cost, as 
compared to a direct mail campaign, are 
negligible (since all we want is to cover 
printing and mailing charges).”’ That is 
not a very logical sales pitch for a mar- 
keting organization. 


[) EXPLAINING ADVERTISING is a 
job being tackled by many national ad- 
vertisers. We commented recently on a 
number of good examples of booklets 
supplied to dealers and salesmen. We 
liked the article, “What About Adver- 
tising?” which appeared in the Septem- 
ber-October 1952 issue of “The Hercules 
Mixer,” house magazine of Hercules 
Powder Co., 933 Market St., Wilmington, 
Del. (published continuously since 
1919). The article was authored by Har- 
old B. Hanson, an account executive of 
Fuller & Smith & Ross. Well done. 


[] THEODORE HANDELMAN of 509 
Fifth Ave., New York, N. Y. has been 
mentioned a number of times in The Re- 
porter . . . for his work in improving 
letters. He tells this reporter that many 
companies are now sending “management 
letters” of various types to their em- 
ployees’ homes . . . to improve relations 
and to let the employees know some of 
management's problems. Ted has an in- 


THE REPORTER 


X 





teresting service called “A Letter to 
Americans,” which he has been furnish- 
ing to a number of companies. Copy is 
excellent. If you would like to see a 
sample, write to him. 
— 
eee 
RETAIL ADVERTISING CONFER- 
ENCES will be staged in the near future 
in Chicago. Direct mail will get atten- 
tion. The conferences are being spon- 
sored by Budd Gore (formerly advertis- 
ing manager at Marshall Field’s) and 
Ralph Heineman. Dates have not yet 
been set. If interested, write to Budd or 
Ralph at Suite 1700, 209 S. State St. 
Chicago 4, Il. 
— 
eee 
[) THE CANADIAN POST OFFICES 
are still conducting their “Better Mailing 
Classes." The plan, originated by the 
Public Relations Division more than a 
year ago, has worked out very well. Ex- 
pert instructors teach mailing room per- 
sonnel how to handle the mail correctly. 
Hope all of our Canadian readers have 
taken advantage of this wonderful serv- 
ice. Wish we had the same plan in the 
United States. 
— 
eee 
MAIL USERS in the United States 
have to depend on booklets for informa- 
tion on best mailroom procedures. An- 
other good booklet (8'2"x 11", 16 
pages) is available from Pitney-Bowes, 
Inc., Walnut & Pacific Sts., Stamford, 
Conn. or any of their local offices. 
Titled: “How to Get Your Mail Out.” 
Worth reading. 
re 
edd 
THE STORY OF LICORICE is a 
fascinating 8'.” x 11", 16-page booklet 
just issued by MacAndrews & Forbes Co., 
200 Fifth Ave., New York 10, N. Y. It 
was prepared by Gray & Rogers (adver- 
tising agency), 12 S. Twelfth St., Phila- 
delphia 7, Pa. It is supposed to be the 
first comprehensive history of the sub- 
ject. We never knew until now that there 
is so much to know about a simple pro- 
duct like licorice. 
— 
eee 


MANY COMPLAINTS are being 
received about the slowness of some post 
offices in returning undeliverable mail 
when return postage is guaranteed. Worst 
case we have seen recently was a piece 
submitted by Frank Wertheim of Ab- 
beon Supply Co., 179-15 Jamaica Ave., 
Jamaica, N. Y. Mailed from Jamaica, 
N. Y. on November 8, 1951. It was re- 
turned as undeliverable by the Clapham, 
New Mexico, Post Office on October 18, 
1952. Larry Brettner of American Avia- 
tion Publications, 1025 Vermont Ave., 
N. W., Washington 5, D.C. mailed a 
first class package on February 29, 1952. 
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How Mr. Tuggleby 
Bought a 
mimeograph... 


\ \ 

THE TIME HAD COME for Mr. Tuggleby to buy a 
Mill tele ise] e)tbeeteMullul-releigel sl: M eMule <M iilelg ell ollela atela 
white copies of bulletins, reports, forms, and a host of 
other things 

But Mr. Tuggleby was a cautious soul and so he 
role MeMaeol iol Mine Mal Mulele(- Mel iselcel lel Miaz-ttileLeliien| 
As a result he learned of new: ways to save time and 
silelal-D feet elaleMloMis(-Maelulel tim ieliliielaile shel Millet -laa-tiel a 

hae ZelUMilehZ-MTiulilelm@al-t-te Me 2-k 7elll lol] ¢-Un folk t-tale Me In iat 
copy of the booklet, "How Mr. Tuggleby Bought a 
Mimeograph.’ The book itself is a sample of MODERN 
mimeographing. Simply mail the coupon below 


For use with oll makes of suitable stencil rel Veliiaelilslem slaels 4k: 


AB DICK 


A. B. DICK COMPANY, Dept. R-1252-M 
5700 Tevhy Avenve, Chicage 31, Illinois 


Without obligation please send me a copy of the book- 
let, “How Mr. Tuggleby Bought a Mimeograph.” 


NAME_ . POSITION __ 
ORGANIZATION 


ADORESS 








Pretty Sure of Yourself 
Arent You, Junior ? " 


Think tight-rope 
walking is tough stuff? 
Pshaw — it's mere child's 
play compared with some 
of the giant, economy-sized envelope 
problems G. Chas been called on to handle 
No wonder the boss (that's him on the 
high wire) is so sure of himsélf,that 
he'll tackle anything. If it's envelopes, 
and envelope ideas, and envelope service 
you want—give us a buzz. After all, 
Garden City isn't known as The House of 


Envelopes—and Envelope ideas . . . for nothing! 


speciauists In ENVELOPES ano ourstanoine service 


AIR MAIL OFFICE SYSTEMS 
CATALOG PACKING LIST 
MERCHANDISE EVERY OTHER STYLE 
POSTAGE SAVER COIN ' 
ARDEN City ENVELOPE COMPANY | 
| 9001 MK. ROCKWELL ST. + CHICAGO 18, ILLINOIS - PRONE COnmma 72600 0 


* - 
a ek | 


. 





As Your Mailing List Broker 


Here's wHAT GEORGE R. BRYANT wi vo ror you 


Make custom consume st selections for your offers 


se mailer-owner direct m d ma rder experience for you 
ve , tica erstanding to your individual probiems 
¥ Speed service for yew from New York, Chicago or Los Angeles offices 


Obtain revenue for you through careful rental of your lists 
George R. Bryant Company 


of New York, Inc 
595 Madison Ave., New York 22, N.Y 


George R. Bryant Company 
75 East Wacker Drive, Chicago 1, tll 
Phone STate 2-3686 


122 East 7th St, Los Angeles 14, Calif 
Phone VAndyke 9868 


Phone MUrray Hill 8-2652 


Member National ¢ g list Brokers 








UP TO 50,000 IMPRESSIONS DAILY 
A Combination 3 in One 


ENVELOPE, SMALL JOB 
and IMPRINTING PRESS 


65 r wit quality and register 
ot bed and y jer st tion Co 
s feed and extension delivery 
ENVELOPE PRINTING 
pay drug ommercia er 
IMPRINTING 
3 terature abels 
artons er 


B. VERNER & CO., INC. 


52 DUANE STREET - NEW YORK 7. NY 


JOB PRINTING 
N 27 ~business ard to 
heed size 


Perticulars sent en request 





It was returned by the Berkeley, Califor- 
nia, Post Office on November 18, 1952. 
Complaints like these should be sent to 
the Post Office Department in Washing- 
ton. Nelson Wentzel and others there 
are all seriously trying to teach the postal 
clerks to make returns promptly. Give 
them evidence and they will take prompt 
action. 

— 

eee 


SOME CRACKPOT in Berkeley, 
California has gone to the trouble and 
expense of having 5/8” x 1-5/8” white 
stickers printed with this wording: “Asso- 
ciated Americans Against Direct Mail 
Advertising.” ihe stickers are affixed to 
salmon colored, 3x5 inch cards, and 
mailed in business reply envelopes re- 
ceived or gathered by whoever it is that 
thought up such a wild idea. It could be 
that the stunt was developed by the same 
California man we mentioned several 
issues ago, who writes cards “To the 
Keeper of the Mailing List.” Hope our 
sleuths on the West Coast can uncover 
the menace. 

— 
eee 

“PHOTO-OFFSET PRODUC. 
TION of School Publications” is the title 
of a 6" x 9", 32-page booklet written and 
produced by Thomas Petrelli of Ameri- 
can Graphic, Inc., 451 Coit St., Irving- 
ton 11, N. J. It is written for readers at 
student level. Shows them how to pre- 
pare and produce good publications. 
Contains a lot of information which 
might be valuable to editors of bulletins 
and other commercial users of simple 
offset. The booklet sells for $1.00 per 
copy. 

— 
eee 


A BACHELORS PROTECTIVE AS.- 
SOCIATION has been organized. The 
mailings sent out by President R. W. 
Hemsch from 445 W. 34 St., New York 
1, N. Y. are humorous. Offer member- 
ship cards, insurance policies against 
marriage, etc. If you would like to see 
the material, write to the address given. 

eee 
() HERE IS A GOOD IDEA for sam- 
ple portfolios. The Mutual Life Insurance 
Company of New York, 740 Broadway, 
New York 19, N. Y. supply each year 
to their agents, portfolios of direct mail 
letters. Part of the portfolio describes the 
value of using letters for pre-approach 
and for getting inquiries. Also tells how 
to build mailing lists; how to follow up. 
The balance of the pages contain speci- 
mens of the standard letters available to 
agents. Many of the back pages are left 
blank and marked “Space reserved for 
When the com- 
pany sends new sample letters to the 


future sample letter.” 


agent, it tries to make sure that he will 
put the letters in the portfolio. On the 
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four corners of the back of each letter, 
they attach Kleen-Stik Strips (manufac- 
tured by Kleen-Stick Products, Inc., 225 
N. Michigan Ave., Chicago 1, Ill.). All 
the agent has to do is peel off the pro- 
tecting surface and the letter gums itself 
to the portfolio. 


eee 


() AMERICAN T Y PE FOUNDERS, 
220 Elmora Ave., Elizabeth B, N. J. have 
announced a new press which can pro- 
duce offset printing by either the wet 
or dry process. A number of printers 
throughout the country have already in- 
stalled the new equipment. You can find 
out more about it, or the names of the 
printers in your locality, by writing to 
Frank Gerhart, advertising manager. 


eed 


NEW MAIL ORDER OPERA. 
TIONS seem to be opening up every- 
where. We liked our first look at a folder 
issued by D. Cameron Peck, who calls 
his company The Discriminator. Located 
at 5343 Suffield Court, Skokie, Ill. The 
stated purpose is to weed out “the useless 
gadgets, gewgaws, and just plain junk,” 
and to offer gifts for the most discrimin- 
ating. Interesting approach. 


eee 


OFFICE APPLIANCES, published 
by The Office Appliance Co., 600 W. 
Jackson Blvd., Chicago 6, Ill. carried an 
interesting two-page story in its October 
1952 issue on “Better Business Letters.” 
Part of the article concerned the history 
of Louis Victor Eytinge, taken from and 
credited to The Reporter. Always glad 
to see a wider dissemination of informa- 
tion about better letters. 


eee 


THE FEMININE TOUCH IN IN- 
DUSTRY was the title of a feature story 
in the Boston Post last summer. It was 
written by Eleanor Roberts and told the 
history and achievements of N. Myra 
Glazier, the “boss” of the Sheppard En- 
velope Co., 1 Envelope Terrace, Wor- 
cester 4, Mass. It is a fascinating tale of 
an unusual woman who has made a suc- 
cess in business. The story is now avail- 
able in booklet form and you can get a 
copy by writing to Sheppard Envelope. 


—_— 
eee 


AS A SUPPLEMENT to Virginia 
Parson's article on page 20 of this issue, 
this reporter suggests that you write to 
the National Tuberculosis Association at 
1790 Broadway, New York, N. Y. and 
ask for a copy of their recently issued, 
8'.” x 11”, 56-page Annual Report cov- 
ering the period from April 1, 1951 to 
March 31, 1952. Thirty-four pages de- 


(Continued on Page 42) 
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“| never thought 
I'd see this day!” 


“Five past five, and I’m the last one out! 
Work moves through the office more efficiently, 
and we have far more accurate records 

since we installed our new set of forms on 
Hammermill Bond. So now we all get out 

of work on time! We can thank our printer 


for this change.” 


iT PAYS TO DO BUSINESS 
ON HAMMERMILL PAPERS 


Your printer can help you design efficient 
letterheads and internal printing. If he suggests 
Hammermill Bond ~— as thousands of printers 
do— you may be sure it’s the right paper for 
you. To obtain business printing on 
Hammermil! papers, look for the Guild sign 
on the printer's window. Let it be your 

} assurance of printing satisfaction. Send for the 


free Working Kit of Hammermil! Bond. 


MMERM, 
we"sonp 


Hammermill Paper Company, 1621 East Lake Road, Erie 6, Pennsylvania 
Please send me -FREE—the Working Kit of Hammermil!l Bond 


Name 


Position 


(Please attach to, or write on, your ous:ness letterhead.) 


FOR THE WATERMARK 








Five fact s and over 100 sales representatives are equipped to handle your 
| envelope requirements. Write us your needs today 


"Tension Envetorpe Corporation 





An Interview witha... 


SPANISH SIZZLER 


By S$. Arthur Dembner 





Reporter's Note: S. Arthur “Red” Dembner 
took a six months’ leave of absence from 
his production supervising job at Time - Life 
(N. Y.) to travel in Europe. In London he 
talked before a special meeting of the Brit- 
ish Direct Mail Club. He visited direct mail 
folks all around the map. He was most en- 
thusiastic about his visit with Reporter read- 
er Jose Serrallach in Barcelona, Spain. We 
asked him to tell us the story of an infor- 
mative interview. Here it is 
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these points 
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Serrallach?,” he replied, “Yes, I business. But the cruel and costly civil 


Wer you l business 
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. 
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. i preparade antes de 

emaons 86 comvirtié en une verdedere fi 


tomato dosis felinae de 
uni dades, 
einy nte 


Atentaments le ssludan, 


Labcrator.es LAINOO 


Departamento de Control 


a 
his Ph.D. in Chemistry. His American 
textbooks, including the three-volume 


appearance of a countrs Business ( orrespondence,” published 
than chemist and owner in 1911 by the A. W. Shaw Company, 
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; 
iboratories Lainco. He welcomed went with him 
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, : 
in, to Barcelona and to his Returning to Spain, Senor Serrallach 


snidinctiien tun : ; 
modestly but with justi established Laboratories Lainco, manu 

us about his business tacturers ot colloidal products, vita 
to the question, “Have ins, disinfectants, emulsions and ab 


visited the United States, bents and began to build a going 


| 


your largest city, New York, war which brought irreparable dam 


y age to Spain and her people disrupted 
ill this. Fourteen years later indica 
tions of the ruinous effects are still 
evident 

10 wonder that when open 


| 


ity sea, | iboratories Lainco 


vail order ! iness which depended upon the 
School ’ dit contact between its salesmen 
found it difficult to start 

\ll the young men had been 

Many were dead and others 


1 crippled. Five years con 





Put your 
MAILING-LIST 
on “CARBO-SNAP”’ 


Snap-out stub 


a | 


—\ 


Bottom safety margin 
Gummed Addressing 
Label Sheets 
Interleaved with Carbon 


Makes 2 to 8 copies 
with ONE typing 


NO MACHINES, STENCILS 
OR ATTACHMENTS NECESSARY 


Write for FREE sample 
PENNY LABEL COMPANY 


9 MURRAY STREET 
NEW YORK 7.N.Y 


a a ee ee 


4 


_ WINTER OR SUMMER 


A 
surveys say We 


SINGLE 
No. 41 


EVYE*CATCHERS, Inc 
207 E. 37 St., New York 16, N.Y 


ssager PHOTO PRINTS Boa 


Perfect For ADVERTISING, 
PUBLICITY, PROMOTION! 


Mony Leading Agencies & 
Advertisers Use Our Service! 


(ele gredveteon verieble centres: enlarging paper by 
OP predvchen equipment’ 
- " Phete ently 75¢ 








NATIONAL PHOTO ['"kors 


Mew Myde Po 


CULLEN RAPP STUDIOS !50 W. 34 St.W.Y.C 


LO 4-3495 


— 


PRINTS NOW 
AVAILABLE. Write r FREE 
‘ hk 


ion took care of the rest. The few 
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salesmen available, the “sizzlers 


nor Serrallach put it, could and 
than week's 
“ae 


n the Black Market 


outlook worried 


through “Business Corres 
ume upon the idea ot 
I hoped this might b 

This was 


mut with 
book 
on, | de 
chance, Senor Ser 
ponte l to the three 


olumes 


The first trial mailing was directed 


it Valladolid. a litth town north of 
Madrid. Senor Serrallach’s tamuliarity 


with l terms was ¢ ident is he cle 


scribed the test. “We sent one series of 
1 little starting hook and 

e physicians and explained 

| the | mnco Laboratories 

Another series directed to the 

| ists informed them that 


promotion campaign was be 


yinning ind that they could yet the 
pharmaceutical materials from speci 


hed wholes ind jobbers 


letters at interval 


ncouraging results,” he con 
1 despite the fact that 
physicians existed 

urate ind effec 

i loor to loor 


woh that took 


Senor Serra 
, 

products by 
labor situation be 

some men were hired and 

boratories Lainco emplovs 


whose ful ms wtua 
} ] 


rewing explaining an eX 


these men 


Serrallach 
Serrallach 


ce steps 


1. Introduction 
2. Consolidation 
3. Maintenance 
The Introduction consists of “gim 
iilings directing the doctor's 
} 


1 product and establishing 


between the product 


Lainco. The product 


S. Arthur Dembner 


builds 


betweer 
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taken 
larly 


ib 


Park of Barcelona was suffering from 
malnutrition and lack of vitamins due 
to his mother’s neglect. Laboratories 
Lainco’s offer of help was accepted 
and lion-sized doses of “Vitamixta A 
D” were regularly fed to the cub. The 
ion recovered and did so well 
tographs of the lion were used 
mailing to show physicians the 
beneficial effects of proper use of vita 
mins Ot course,” Senor Serrallach 
hastened to add, “we pointed out that 
the doses had to be man sized for hu 
usc. 
nuing his campaign tor “Vita 
mxta A-D,.” José Serrallach attached 
louble barreled whistle to a letter as 
ilarm against improper doses ot 
vitamins. One doctor took exception to 
this and wrote a very irate letter charg 
ing that such an approach was beneath 
the dignity ot the protession. A sales 
immediately called upon the 
dic in order to extend the apologies 
ot Laboratories Lainco and to agree 


with the doctor. While in the doctor's 


othce, the salesman noticed a previous 


mailed Lainco die-cut “elephant” 
tter which the doctor apparently 
thought more dignified. 

Other gimmicks” included quill 
pens, imitation lottery tickets and toy 
baby bottles. It is important to note 
hat two very important principles 

re applied to the use of these “gim 

one, that the “gimmi;k’ 

it the sales idea across and 
was not the sole basis of interest and 
ippeal; and two, that the “gimmicks’ 
were toys which could be used by the 
doctors’ children. This latter pleases the 
doctor because he has a free toy for 
his child. The doctor's child is happy 
to receive the toy. Most important is 
the tact that every time the doctor sees 
his child playing with the toy a pleas 
int ssociation is made between the 
tov and the Laboratories Lainco Pro 
duct. 

Among the letters of each mailing 
serics were many technical broc hures 
innouncements, informational and in 
structional mailing pieces designed t 
increase the doctor's general and speci 
fic knowledge about old and new pro 
lucts. José Serrallach, himself, writes 
most ot these and does a good deal of 
the research and de velopment ot the 
ew products. 

Senor Serrallach’s scientihe training 

nabled him to set up special meth 
classifying his prospects, the 
Fach doctor is assigned a 
number which shows at 
how good a_ prospect he ts 
ire three possibilities, the num 
vers 1, 2 or 3 which can be placed in 
each of the three digit columns. Read 


SERVING CHICAGO 
AND THE 
MIDWESTERN AREA 


Lemarge has what you need a bat- 
tery of automatic machines capable 
of inserting as many as 12 pieces into 
one envelope... . crews of experienced 
people to sort and tie mail accurately 
and speed your postal deliveries 


More and more mailers who want 
fast, economical, quality service are 
turning to Lemarge . . . the Mid- 
west's leading mechanized mailing 
organization 


One of our representatives will gladly 
help on your next mailing. Phone to- 
day and get acquainted. 


Phone: SPaulding 2-3600 


Write or phone 
for details! 


the LEMARGE company 


2332 Logan Boulevard 
Chicago 47, Illinois 





How to put more SELL‘in your 


RS 


U SE REMINGTON RAND 


PLASTIPLATES 


These offset duplicating plates give you the sharpest possible 
printwork and illustrations. Their plastic, ‘“no-grain” sur- 
face is easy to correct... stands up for long runs... actually 
is the nearest thing, in fidelity, to fine lithographic stone. 
Plastiplates are available for any offset duplicator. Use them 


and save time and money on every duplicating job. 


TYP E COPY WITH THE CARBON-RIBBON 


A 


This amazing typewriter is powered by electricity 
... prints every character uniformly on brand new 
ribbon surface. As a result you receive utmost sharp- 
ness and clarity on your Plastiplates — letter-perfect 
reproduction to the end of the run. Use this versatile 
machine for everyday typing too—for distinctive 
correspondence ... 15 and more readable carbons... 


; 


and to step up production as much as 50%! 


EXPOSE ww remincton ranp 
PLASTIPHOTER 


This portable cabinet exposes line and halftone negatives 
onto Photographic Plastiplates in minutes...can be operated 
by anyone in your office. Lightweight, compact, (only 3 sq. 
feet) it saves you floor space plus a healthy percentage on 
plate costs. What's more you maintain complete quality- 
control on every job... actually pay for the Plastiphoter by 


the time you've used a box of 100 plates. 


THE FIRST NAME IN TYPEWRITERS 
LEADER IN OFFSET SUPPLIES 





the first digit 


} 
1°; if medium 


o ssihes d ws according to 
j Ity he d ) pecialty is one 
vl r i I l ) res ribe many 
BB ‘ ’ t il wroducts, he ts 


} 


3 Lhe secone 


... ata fraction of your Se tee ra ae 


lew pa 


PFeSeENt COSE — 2% Be Hid sige column 


APPEARANCE. 


Prove 


| 
listinet 
‘NCtive Re, 
Sharp, ““M1ngton Exec, 
©aSY~to-reag utype 
Ur company It 
pany r 


2 *+sDack 


for e, 


US Prove 


Your own ore 


Office 

Veer ex 

ery truly yours 
: ’ 


REMINGTON RAND INC 


Remington Rand Inc., Room 2537 
315 Fourth Ave., New York 10, N. Y. 


[) Please arrange a free demonstration of Remington 
Rand offset plate preparation. 


( Please send me free folder “Flawless offset copy 


preparation” (X 1339) 
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Testing Costs 
Does It Pay? 


By Virginia Parsons 


sat in the 

the leading physicians 
York just chatting about the 

tactors that led the public to contribute 
igencies. He said 


to voluntary health 


Miss Parsons, don't forget to point 


ou res irch programs in all your 
ted ind spoken 


ARCH has a magic effect 


American publ« 


} , messayes I he 
word RESI 
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‘ the 
Chose otf in direct mail held 
remember this remark 
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on our top } cement ind 

ot Directo 

1 through sound ch helps 
terpretation ¢ needs Re 
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improve 
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the outlay. 
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rculosis im 


of the oldest 


years citizens through voluntary con 
tributions have supported the work tor 
control by thei 


Christmas Seals. As Dire« 


tuberculosis annual 
purchase ol 
tor of Fund Raising | have the respon 


sibility of 


Manhattan, one ot the 


selling Christmas Seals u 
toughest mar 
kets in the world, as any sales n 
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will confirm The mailing list 
othee tor Manhattan contains ov 
half million names in the active hile 
ind an equal number in the inactive 
or marginal list. 

To demonstrate the value ot testing 
or RESEARCH, I will describe 


conducted in. the 


a pro 


Jeo hat has been 


past eighteen months on just one key 


group in our list. The purpose was 


establish the stability of contributor 
originating trom this key group, t 


evaluate use of the pre-Christmas 
minder or tollow up, to obtain data 
yeographical distrib 


contributors in order to have 


the regional, 


reater selectivity in tu 
the past five 


ach operation in our 


rathered 


information 


provides actual 


Virginia Parsons... 


Reporter's Note: December is an appropriate 
month to carry a story about the direct mail 
work of the Tuberculosis & Health Associa- 
tion the month of climax for the drive 
to collect funds from the sale of Christmas 
Seals. Because there has been so much criti- 
cism of some unorthodox charity appeals 

to show how carefully and 


Christmas Seal 


we wanted 
ethically the campaign is 
handled. We asked Virginia Parsons to give 


us just one part of the story the plan 


ning and testing. Don't skio this story 

even though you are not interested in social 
The principles apply to many busi- 
is well, she’s difficult to 


service 
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thousand 

the means 
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describe. A stickler for perfection. Born in 
St. Lovis, Missouri, but “grew up” in Dallas 
Texas. Studied at Missouri University, Wash- 
ington University, City College of Law (all 
St. Lowis) and at Texas State College for 
later at New York University. She 
Bachelor of 


Women 
became a registered nurse, a 
Science and a Master of Arts. Her life has 
been devoted to social and health activi- 
ties. Today, she is Director of Fund Raising 
of the New York Tuberculosis & Health As- 
sociation, 386 Fourth Ave. New York 16, 
N. Y. She has also been active in the work 
of the national organization. Meet her at a 
meeting of the New York Hundred Million 
Club or a DMAA convention 


will discover real enthusiasm for and know- 


and you 


ledge about direct mail 
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economic areas of ou Were they 
women? Were they men Were 
business firms Wi 


} 


could be established? 


The magic word RESEARCH sway 
ed our Executive Dire 
he NC peopie, 

inded espe 


nds, recogniz 


was test 


DECEMBER, 1952 


Christmas Seal Steud, Club 


REPORT AS OF FRIDAY. FEBRUARY 29, 1952 


Tre tote! of these four columns should equa’ 








mumete oF EwveLores | tnvevores 
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ist 12/6-2/20 _ 25 _card 
2nd 1/3-1/2 card 
3rd T722ar, ET TEI Latter 
12/20-12/27 Spec.Bond Fol-up 

1 1278-120 spec. c2 Pol-up 

| Nam Assocaton New York Tuberculosis & Health Association ree! 356 Fourth Avenue 


, New York 16, N.Y. 

Although it requires considerable space, we want you to see the method for recording 
results of mailings. Lists are classified under 32 different codes. The exact percentage and 
dollar return from each division is tabulated. Incidentally, this standard procedure has been 
adopted by 51 constituent state associations and 862 local Tuberculosis & Health Associa- 


tions. How accurate are your records? 





“Tests Cost Money,” continued 


‘ 


pecn sel 


SALUTE 
to a Lady 


mac 

v OSSID ot expert counse 
by Henry Hoke ot u working 
tar most peopl 


their ener 


make 
inalysis Of 


s. Most professions have adopt 
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ing to individuals living in these 


tricts. The mailing of pre-Christmas 

reminders to prospect names is 

productive that the rer ind 

discontinued 

more than } 1 Oi it I I == 
yg ‘ 

loes pay ‘ ws ' cnet , 


Beyond the actual dol 


nr 
sac) ATION : BOY cee « = 


througt 


ition 
management and 
vreat More tests ire 
| 


ill look torward to 


SEARCH is truly 


HONESTY PAYS 


Raymond Trigger, Managing Editor, 


} 


Investment Dealers’ Digest, 150 Broa 
wav. New York 38, N.Y. sent us oan ATION 
it aa lien , , 


tollowing selling 


In the case of special issues, many 
public itions is tron ompeting 
papers... . [ d in last 
year s special issues ° d write a let 
rt 


ter to the advertiser th savs, in effect, 


May we run this ad tor you this year 
The implication is that the advertiser 
ly used the publicatlo now 

ting him 


While we have 


to misrepresent, 
i iv¢ iso used 
other papers. 

Recently, we 


Will Was too 


teeling we would pull 


with our 1 solicitatior 

the clip I attach to this 

returns went way up 

Folks apparently appreciated the can 

dor and gay us a better he ‘ring. 
The “clip” mentioned 

1,” square label on which appears 


Alumni Association Uses 
Gadgets In Renewal Series 


Lester E. Anderson, Secretary of the Oregon Alumni Association, Eugene, 

Oregon, is one Alumni Association Secretary who believes in using 

humor (gadgets, too) for getting membership renewals. Pictured above 

are some of his latest inventions . on 6x7', stationery, printed 
DECEMBER, 1952 in two colors. 





not making progress toward a hun 


n 


lred thousand a year salary, and so 


I decided to become a school teacher 


I returned to college, otf which 
reviously had i 


i Ph 


How | Became an Expert on “210.2, 


composition 


} 


Business Letter Writing etna na 


suggested that Iw 


isses in yusSINess 


By Herbert L. Creek 
writing. Not wishing to fail again, | 


he classes. Since knew nothu 


| | 
yusiIness letters 





Reperter's Note: We liked this “tongue-in ae 
the-cheek” account by one old-timer in the 
game of teaching “letter writing when 
it appeared in the always interesting bul 
letin of the American Business Writers As 
sociation. Herbert Creek holds the title of 
Professor Emeritus of Purdue University. He 
wes a aquest speaker at a recent regional 
midwest meeting of ABWA. The copy ap 
pearina here constitutes revised notes from 


his extemporaneous remarks 





if slogan. We hea I 


uttituce 


pow 
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ot this sort at the University ot Illinois. 
But soon a business concern lured him 
away with a salary of a hundred dol 
lars a week a tabulous sum in 


those days ind probvaDly nore than 


,° ‘=s oy)? : 
ee i] oa 
the head of the department ot English N \ ! oi RN 
Was getting. Consequently he and . S 
i] \ —_—_— ( 38)e° 
all the genuine experts were soon lost N ; O . 
Me (ete UN 
\ a, - eos oem" he 


to the business writing courses. 
This lett “experts” like myself, who a —- 


might have had some superticial con 
} 


nection with business or might merely 


p ro 
estanvent 
— 


25 330°: 


, ,svaacs ew YORK ny 
ct wall= 


be regarded as “practica The stu \ p NON SuUB=eN 
REPORT 

. 

tow AVE & 


—R oF pire 
arnpenc tty 


dents liked the business writing courses 
WHENRY HOKE JR - 


5% KIL 


even as we taught them: and _ the 


tT and FOR 
ect watLl 


heads of the English departments wer 


lad . allen ears . , N \ 
lad to tind anybody willing to \ EADERS FINEST HOLI DA ; 
any REPLIES 


y season YE 
o THEIR DIR 


the work. I need not say that v . \ \ R 
c oO eed n iV ve wer \ Y " REPORTER 


sometimes looked upon with a certain . wis a TW 
€ new YEA 


ice AS ™ 

TH 

ApPEALS= 
eu! 


condescension by the “real scholars” 


in the department. 
I xo@s=s 


[his seems to me a fair account of 


he situation as | knew it thirty-five 


{ 
or forty years ago. I believe it is much \ vos 
better today. The very existence o 
the American Business Writing Associa 
tion and the intelligent study of 
writing problems it promotes is evi 
dence of the change. 
And there is at least some demand 


or clear and sensible and _ honest 


communication between employer and 
employed and between business and 
the public. This places teachers of 
business writing in a position to make 
i Significant contribution. 

I myself had had a sort of intro 
duction to the new situation through 
my son, who is now employed in th 
training departme ut ol large iuto 
nobile company H Ss 

his associates consists in preparing ; envelopes 
vaterials that will communicate direc 


ons and explanation foremen and 
workmen, the \ re education of direct 
whom has not been beyond the eighth . advertising 
or ninth grade. Much of this must be 


in English that 


house 
and accurate, » hor organs 
ooking at the printed material z : and other 


s distributed ; company, | ya this little funny face may be 


discovered that tl cind of writ 


iis diieek, he en | i MISS AMERICA of 1973 


require 


ir trom the sort of writing regarde 
is good enough when riting F; j j j d iy. 
dea I] lirst impressions are sometimes deceiv 
the “slam-bang _™ mt soap DUPLISTICKERS ! ing! But in Direct Advertising — it’s the 
map in the early part of the comtury first impression which gets people to 
Felling M ith is seldom Write today for your sample read your letters, self-mailers, booklets, 
teachers catalogs, etc. That’s the prime requisite 
help the and th A RAE yp AK AIRE for results as you know. See how we do 

young women who will be forced by , y a it for others, large and small. 

I ircumstances of modern industrial and money on mailings. ; 

‘tgp eae iceggsnd wor 0% Write or phone TODAY for FREE port: 

n such a way as t ' EUREKA SPECIALTY PRINTING CO. folio of samples of our work. 
between industrial | social 558 Electric Street - Scranton 9, Penna. 


package of Duplistickers...see 


to « 





groups 





As tor mysel 


expert” in business writing. DUPLISTICKERS. are made 
only by Eureka 
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“TENSION 
INVENTIONS 


Tear-Off 


ENVELOPES To Save 
You Labor, Speed Service, 
Help Prevent Mistakes! 


This Tension Envelope 
Furnishes You A Record 
For Your Files 

While It’s Out Collecting! 


Here's an easy, low-cost way to collect small 


Tab for Your} chonge when o customer's mail order doesn't 


Record 


Built-In 
Coin 
Pocket 


“TENSION 


quite “add up”: It takes just a minute—and 
two quick changes of carbon—to write the 
customer's name on both flap and record 
tab, indicate the balance due and reason 
for the shortage. The tab tears off, goes in 
your file. The address on the flap shows 
through the window, saves extra typing, 
when you slip this envelope inside an 
oddress-saver” envelope for mailing 

Your customer knows at a glance how much 
he owes—and why. A built-in coin pocket 
makes it convenient to return small coin pay- 
ments. The name and address on the flap 
makes positive identification easy when the 
envelope returns 

Write for a sample today! 


30 A's 2) AO) -) EE @@)-8 10): 9. WB 1@) | 





THE 

pidge 

CARO 

(or envelope) 


THE LETTER 


nearest sales 
office —or write 
REPLY-O-LETTER 
150 W. 22nd St. 

WY. 11, WY. 


WHAT IN THE WORLD? 


Some business organizations around 


New York area have received 2¢ Go 
ernment postal cards on which is type 


| ' 
in blue ribbon the following 


No signature. No identification 
takes all sorts of people to make 
world... but we wonder whats 


hind this outbreak! 


ADVICE FOR WRITERS 
folowing fa r ror John 
a ider for U 
arg Hermitag $ 
When I meet th 
Straining tor verbal ettects, I k 
passage trom Whitman. 


it poet,” he says, “swears to 


ve to 


art, | will not be med llesome. ] wil 


have in my writing any elegance 

or effect or originality to hang in the 
wav between me and the rest, like 
curtains. | will thing hang in 
the way, not chest curtains. 
What I tell I tell for precisely what 
Let who may, exalt or startle 

or fascinate or soothe; I will have 
purpose, as health heat or snow 
has, and be as regardless of observa 
portray 


shall go from my composition with 


tion. What I experience or 


out a shred of my composition. You 
shall stand by my ‘ und look in 
the mirror with m« 

This s the same 


great success In writing 1s t an 


iS Saying that the 


guage out of t \ ind to put your 


mind directly reader's so that 
there be no veil of words between you 
If the reader is preoccupied with your 
words, if they court his attention 

’ 


cloud his vision, to that extent is 


communication impertect 


COORDINATIO 


We " see severa irticies 
ibout the negle advertisers in 
ordinating | effort Vhey 


Salesme! ind 


Line Materia 
Mil 
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what makes 
planned circulation click? 


Could it be we have 
just one “sacred cow"—our customers? 


. Your requirements come first: 
(We have no company-owned lists . . . 
no compiling service) 
our time is your time—and we'll 
spend it combing the market for you! 


. We don't sell list maintenance 
or mailing house services (but we can advise 
you free on various methods). 


. We are completely independent— 
not affiliated with any company or organization. 


No account is too small—or too large—for 
us to give you personalized service. 


Just call us for screened lists... 
or if you have a good list 

you want placed 

on the market! 


lanned circulati 
planned circulation 

The Fastest Growing Independent List House 
19 West 44 Street 


New York 36, N. Y. 
Tel: MUrray Hill 7-4158 














SAVE TIME 
AND MONEY! 
TIE BUNDLES 
AND PACKAGES 
THE EASY WAY 
WITH THE FAMOUS 
SAXMAYER 
NO. 6 TYING 
MACHINE! 


Latest addition to the SAX 
MAYER line is this highly efficient 
eneral purpo machine especi 
ally suited for tying such things 
ss mail in direct mail depart 
ments l sing either twine or 
tape, it thes all shapes and sizes 
of packages up to 6 inches high 
Attractively finished in enamel 
with white porcelain top Legs 
furnished at slight additional 
cost 

Whatever your tying problem 
there's a SAXMAYER to meet 
your requirements Write for ] 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in 


dustries 


DEPT. A 


NATIONAL 
BUNDLE TYER COMPANY 


Blissfield, 
Michigan 








r} 


Wisconsin, ot such negiect 


iesemeister of the ad 


rent sent us a pocket 


Inside pocket mimeographed 


instruction letter lescribing promo 
tion; samples of ¢ the mailing 
pieces; proof of ads and other 

promotion material perfect job of 


oordin ition 


CAMPAIGN 
WITH A HOOK 


entire 15 county western Washington 


market, although only 
area. With no waste 


Piece two 
Die cut reveals 
2) inside a tishing 


Seatt! “4 
cattle t the 


Station 
, OOK irca 
What's on the KIR 
make your eves pop o 
lk 
Piece three mailed early October 
ACTION you want 


Open and a hidden 


ctoper \ 
the BIG ONI 
1d 


convince . Open the tolder 


t fish 


iwers that 
KIR was a 

three other rubber-band-woun 
on fish “Next 
on the KJR hoo 
pieces 


ot KIR in 


That's the end 


present cal 
mn. How did it work? What hap 
pened? Those are the questions we 
isked Alfred Goldb!l 
the pieces Here is 
dated November 


hook in i 
cordion folded rg upon 
y n New Yor! 


report on the effectiveness of the 


ie t slot 
how little 


population of direct mail were rather interesting 
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“Normally a salesmat llin 


idvertising agencies will be able to 


gy on 


get in for a full presentation in about 
50-60% of his calls. In this case the 
way was paved by direct mail so wel 
that in every single ce without 
exception he was Inv 
to tell his entir tory and 
something over | ls in the 


weeks. 


In some instances each piece had 
been saved and was in the drawer ot 
the radio time buyer as the only pi 
of direct mail trom any radio station 
which had been saved. Many asked 
him tor extra copies of the mailing 
piece. In every instance, without 
prompting or prodding the time buyei 
mentioned each of the pieces he had 
received. (Prior to his trip only three 
had been mailed, the tourth 
after his trip.) 

The contracts that were handed to 
him more than paid tor all the expense 
of the trip and the business which will 
result will show a profit not only on 
the trip but on the cost of the advertis 
ing which for media promotion is very 
unusual 


“As the result of his experiences the 
station had asked us to prepare another 
series of tour mailings to. start 
mediately after January lb. Believe me, 
it is going to be difficult to top the 


first series.” 


How about the costr Some ot the 
people who are worrying about a 


per piece (or $5.00 per thousand) in 
crease im postage rates, would | 
, } 


shocked at the cost of this campaign 


The unit price averaged about 50c per 
piece mailed. Included artwork, sup 
plies, printing, mailing and servic 
charges. That's $500. per thousand. In 
other words, KJR spent $2.00 on each 
prospect in less than 1 tour month 


period The advertiser and his ize 
figured that the sum spent 


mailing was about the same 


paye ad in a journal which would 


| } l } ‘ 
theoretically react Kind oO people 


they wanted it in this case, ex 
perience has proved that the money 
expended made rifi mpact on 


just the people they 1 tex mpress 


ny have ob 
micks 

demonstrates 

manshy 

drama 

nust be 

told. The gadget ( did much 

more merely ittention 

They put across the m t “the 

hook market.” That is intelligent show 


manship. 
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ADVERTISING 
SPECIALTIES 


To Create Good-Will for You 


MAGNIFIER 
UNBRE AK ABLE 


easny 


{=== MENDING 
KIT 


1" ! 
EASILY MAILED 
MATCHBOOK SIZE 
10.000 4',¢ EACH 
000 S¢ EACH 
WITH IMPRINT 


ECONOMY NOVELTY 
& PRINTING CO 
WEST 39th STREET 


PEnnsylvania 6-1215 


Rebuilt Multiliths & Davidsons!” 
Every Press Carnes New Machine Guorontee 
Contact Us Before You Buy 


326 Broadway, New York 7,N.¥. 
HAnover 2-6700 


PHILADELPHIA'S 
DIRECT MAIL DAY 


Mail 
ith their seco 


Day, Nove 


via Direct 


1K 
t the 
story 


you his 


oy with sample letters 
student of the 


of 


, ; Miss Catharine Alexander, a 
‘uncheon wen Industrial Department, Moore Institute 
Art, Philadelphia, holds 
ning insignia designed for the Philadelphia 
Direct Mail Club. Right is Scott Wolf, Drake 
Press, Philadelphia, hard working President 
of PDMC and prime mover of the successful 


2nd annual Direct Mail Day 


up her prize win- 


List Building and Maintenance 


1) A.M. Direct 


Mail Letter Writing 
M . | 


M 


LUNCHEON — Main Ballroom 


M 


4 


12:30 P.M 


KR 





MAKE ‘EM LAUGH! 


s la Have Bette 


FREDERICK E. GYMER 


2125 E. Oh Sr Cleveland 15, Ohio 


CATALOGS 


0 


DESIGNED 


ei 


CULLEN RAPP STUDIOS 150 W.34St.N.Y 


LO 4-3495 


“ F ' 
2:15 P.M. Mechanics of Producing Direct 
Mail 


t ‘ 
vo 


Day 


n looko if 
news about a Direct Mail 


vs 


SeSsio 
* 
* 
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Cleveland Letter Service, Inc. 
e 


w 
— 


(row AN (EAD & HORSE TO wal 
Lor 
eu! rou 


ma 


Service, Inc 
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Here’s what 
users report about 
Bunn Package 
Tying Machines 


“4 times faster .. . 
methods we had 


than the machine 
using. With 
Bunn equipment, our operators now 
average 25 to 35 packages tied per 
that’s 50 to 70 double- 
and ties with about 50 pieces 
of mail per package. With this kind 
of production, it’s no wonder that, 
1945, we've ordered only Bunn 
machines for our package tying.” 


been 


minute 
V raps 


since 


John P. Stanaitis, 


How about you? 
If the 


your package 


human hand has any part in 
tying operation there's 
a good chance than Bunn machines 
an make improvements like those 
here described. To find out, 


our offer of 


accept 
a machine on trial. 


Send for FREE Bulletin 100. 


1907 —in our 45th yeor—1952 


, , 
Re igpnaa Pao hage YY michitte 


MPANY DEPT R-12 
CHICAG( ) ILLINOIS 


BH BUNN ( 
1606 VINCENNES Ave 


January, 


posed ot 


1946 to a mailing list com 
prospects and customers. 
Our mailing list from 375 to 
primarily of 
and sales promotion man 
organizations. We 
are constantly expanding our lists as 


grew 
over 4000 and consists 
advertising 
agers of business 
our salesmen make personal calls and 
hope to double it eventually if we can. 
from one 
over 35, and 
trom SOU square teet to over 8,000. 
‘We have 


our monthly 


Our plant has grown 


with 5 employees to 
make 
as unique and 


always tried to 
mailing 
attention compelling as possible as you 
know. Some of the stuff is corny, but 
it really gets results. We try to mix 
up the mailings with die-cut letters, 
ets, and other gimmicks. 

\ completely unlooked for bene 
ht trom our monthly letters has been 
the demand and use of the exact for 
mats by our customers. Also we have 


had Cleveland Advertising Agencies 


them practically as originally set 


letter, we use 
month, 
Many 
of our old customers have our orig 
inal collection of blotters all the way 
back to the Ist issue. 


to the 
blotter each 
containing interesting facts, etc. 


“In addition 


a house organ 


letter is the result 


of an idea by someone in our organ 


Each monthly 


ization—one month it may be a mul 
tilith operator, the next time it might 
be a bindery gal, etc. But the final 
end result is usually completed by Paul 
( Ifhice 
Mickey Campo, our Production Man 


Goldman, our Manager and 
ager.” 


Some people do not like gadget 
mailings. (You should have read some 
of the kicks Alpha Pro 
cess story in issue.) TAs 
middle of the 


If tricks or gadgets are 


about our 
August 1952 
sticks to a 
road polic y. 


repor ter 


appropriate... use them. If they are 
don’t use them. In 


They 


not appropriate eee 


this case, they were appropriate. 


also worked. 


A Creed for Executives, 


Salesmen, and 


Letter Writers 


We are 


which was 


quoting below a_ report 


written filteen years ago 
High School 


(Association of the State ot 


ind published by the 
Principals 
Washington. This is a set of “ten 


commandments on getting a lon z£ 


with people Even though written 


years ago, mt 1s interesting t& 


many Zz 
note that the 


along do not 


tundamentals of getting 


change with the years 


chains on your ton 


| Keep skid 
ruc ilways say less than what you 


think. Cultivate a low, persuasive 
Von 
Make promises sparingly and 
keep them taithtully, no matter a hat 
osts you 


Never let 


say a kind and encouraging word t 


opportunity pass t& 


or about somebody 


done re lless of 


Praise good work 


ure who did it. 


+. Be interested in others; interested 


their pursuits, their welfare, their 


homes and tamilies. Let everyone you 


meet, however humble, teel that you 


regard him as a person of import 
imac 
Keep the corners ot 


up. Hide 


». Be cheertul 


your mouth turned your 


pains, worries, and disappointments 


under a pleasant smile. 


Preserve an open mind on all de 


batable questions. Discuss, but don’t 


argue. It is a mark ot superior minds 
to disagree, and yet be friendly. 
Let your virtues, if you have any, 
speak tor themselves, and refuse to 
talk of another's vices. 

8. Be car 


and humor at the other 


eful of other's feelings. Wit 
tellow’s ex 
pense are rarely worth the effort and 
may hurt where least expected. 


9, Pay no attention to ill-natured 


remarks about you. Simply live so nm 
one will believe them 
10. Don’t be too anxious about get 


ting just dues. Do your work, be pa 
tient, keep your disposition sweet, for 
get self, and you will be respected and 


rewarded. 


Reporter's Vote Found the above in 
The Wear-Ever News” h.m. of The 
iluminum Cooking Utensil Company 
New Kensington, Pa Hope Ed:tor 

lohn E. Hartman doesn't object to 

our reprinting. It's 
for all who try to influence people by 


an adaptable creed 


mau 


THE REPORTER OF DIRECT MAIL ADVERTISING 





If your pressman wants to 
turn out the best color work 
in the business, Harris feed 
rolls will help him do it. If he 
wants to do a good job in a 
hurry, he can depend on feed 
rolls to give him multi-point 
front register with a minimum 
of adjustment and make-ready 
time. Either way, feed rolls 
mean more profit for you. 


HARRIS-SEYBOLD CO. fine graphic arts equipment 


Genero! Offices + Cleveland 5, Ohio for everybody's profit 
| oe Us. 


i 


Check Our New Realistic Rates... 


3-line TYPEWRITER ADDRESSING . Now only $6.50/M 
4 lines only $1 additional per M 


Expert HAND ADDRESSING .. . . Nowonly $7.50/M 


GUMMED LABEL Addressing for low-cost follow-up mailings. 
} Only $2.25/M quadruplicate 
We supply labels. . . ) Only $2.50/M ates 


LABEL PASTING on Envelopes, Self-Mailers, 
Broadsides up to 6 x 9" Only $1 -50/M 


Other Mailing Operations (Folding, Inserting, etc.) 
Only 50¢/M motions 


These are our COMPLETE charges! There are NO 
hidden extras! We offer a complete, money-saving 
service on all your mailing requirements, but you 
are never obliged to give us any specified number 
of operations to enjoy these amazingly low prices. 
An experienced corps of 200 enables us to han- 
dle jobs of ANY SIZE— and to meet your deadlines 
with reliable, speedy service. Take a tip from the 
Sacked by 7 Yours of SERVICE many profit-wise users of direct mail who have 
CORE SS SS Se slashed their costs with DE GROODT! Save this ad 
for future use... or, better still, phone or write 
TODAY! 


De Groodt anc associates, inc. 


17 E. 48th St., New York 10, N. Y. — PL 5-1127 Plont: 87-29 78th St., Woodhaven, .. |. — Mi 2-4900 








2 
_~ MANUFACTURERS 
LANTS, INOUSTRiaLs, 


W. S. PONTON, Inc., 


50 East 42nd St., 


"-400,000 RETAILERS 
ADE SELECTIONS 


New York 17. N_Y Phone 


CASE HISTORY OF A 
SIMPLE CAMPAIGN 





Note: Sometimes The Reporter is 
accused of putting too much emphasis on 
big or elaborate campaigns. Here's the case 
history of one which was anything but elabo- 
rate. A simple campaign for a laundry in 
Allentown, Pennsylvania. The pieces, in 
themselves, are not important so we won't 
reproduce them. The essential consideration 
the idea behind the mailing pieces 


Reporter's 





mber of new, 
lew weeks 
business 
or The 
Pa 

{ wmout i 1s that 
rease is attributable mainly to 
ively INneX pensive eight week ad 
ing only live 
ght ads in 

Bethlehe 
planned by 


Ine . id 


' 
tomers. For this, it has just first 


1) n A the Americar 


won 


460 W. 34th ST., N. Y. C. 


12th 


trom 


Institute of Laundering’s annua 


idvertising contest more 


laundry 


1,000 entries. 


than 
hit the  bull’s-eye 


t observed five basic principles 


The campaign 
because 
l. It 
class of business 


aund 


] 
pinpointed its objective Only 
| 


one was so icited 


shirt ering 


lected its prospects carejully. 


Doctors and insurance salesmen are 


top prospects because their linen must 


ilways be tresh and clean. A “pro 


fessional ippearance 1s important 


PI 
ts message into the every 
the prospects. The 

direct’ mailing 


pening prece ot the 


to the list of 598 doctors 
lbox, labeled “protessional 
sample.” A coupon tucked inside 
1 the doctor that 

The Allen | 


service 


' 
a professional 
vundry'’s Gold 


Shirt s recommended tor 


shirts, droopy appearance, im 
ontidence and similar dis 


And that week! 


produce neat, trim 


‘regular 
, , : , 
ean shirts that always 


protession il look’. Two 
ottered tree it 


May 


igs were 


l ed hetore 


i’ s Ponton § 


for FREE 
Catalog . 4, 


MUrroy Hill 7-5311 





15 about three weeks after the 


mailing went out. 


At the 


salesmen received a tac simile insurance 


same tume 302 insurance 
policy 


this 


in their mail telling them that 


“good grooming policy” waived 


ill premiums and would pay dividends 
n self-confidence, poise, comfort, con 
Dividend No. 
1, a coupon attached to the policy, en 
titled — the 
launderings at The Allen Laundry be 
May 15 


Following the 


venience and economy. 


bearer to two free. shirt 


tore 


nitial mailing, the 


doctors and insurance men were sent 


intervals 


stood out in 


at two-week 
first ad He 
but it 
Each 
ran in the daily paper, 
You can’t look pro 


} 
sunde re | 


a reprint of the 
a crowd, 
wasnt ind 3 postcards. 


that 


good, 
Was a repetition of the ad 
and all were 
on the theme 

fessional in an amateur 
shirt.” The 


to reach the 


postcard mailings were 


timed two groups in the 


Md 


morning on the sar the ad 


ran in the paper 


Recogmizing that you can’t under 
estimate the power of a woman, a 


similar appeal wives 
that 


“and 


was made to the 
ot the groups by telling them 


shirt ironing ts a thankless job 


et’s tace it, they don't look so hot 


when they're done. So, tell you what 


why don’t you stick to your knittin 


and other skills you're professional at 


ind Kk us do the woo were pro 


fessional at roning the tamily's 


shirts.” Four ads to the women ran 


men s ads 


alternately with the 


Women’s ls 


woman § page ot the 


oll } 
were placed on the 


newspaper ens 


ads on the page 


carefully 


sports 
was 


planned. 


The campaign ran for an eight-week 


4. Timing 


period in the spring when the uree 


LOngacre 4-2640 





to freshen up is strongest. Ads and 
direct mail appeared on the same day 
for added impact. Being condensed 
nto an eight-week period, with only 
three weeks allowed tor coupon § fe 
demption, the campaign demanded 
fairly prompt action. No cooling-oti 
time was allowed for delay, misplace 
ment of the coupon, < change of 


mind. 


5. Finally, the campai licked b 
cause it did not take its oo seriously 
Lightness of the copy nd illustrations 
ottset the direct approach the theme 

In short, the key to its success is 
that it didn’t attempt too much, but 


did a little well. 


MUST 
READING 


By all means, get and read the arti 
cle which appeared on page 12 of the 
Tuesday, October 28th issue t Wall 


Street Journal 


you 
might be able to pet sheet | 
writing to DMAA mem 

vis at The Wall Street 

Broad Street, New York 

j 


[his article, most I docu 
mented and written after thorough 
ration, contirm ny of the 
porter | n carefully 
nting about for the | year 
lidnt have enough releasable, 
proot evidence to tell the whole story 
and we don’t have the space to 
tell it here. Wall Street Journal gave it 
the works 
In brief, we were censured in certain 
quarters for criticizing the mailing ap 
peals of the National Kids Day Foun 
dation. But we didn't back down in 
our attacks against the mailing of 
unordered merchandise like tountain 
pens and personalized stickers. Won 
dered who was getting the money. 
Now the truth is out. A Price Wa 
terhouse & Company audit reveals that 
g one period, the 
over contributions (forced | 
of payment for pen) of $650,626.50 
The cost of the mailings and the pens 
ind opening the return mail was $652 
585.32. That is, the “Foundation” was 
$1,958.82 poorer. In other words, the 
promoters and the manufacturers got 
ALL the take . . . just as this reporter 
hinted. 
The article further reve 
four years’ operation, not single 
penny collected has gone to any dis 
tressed child or to any children’s char 
ity, even though the appeals stressed 
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‘here's how you can help children Foundation claims it is doing “better” 
The children of the promoters, per on some recent campaigns, but the 
haps promoters are still getting nearly 90°; 
The sorriest part of the story is that of the take. That's disgracetul. And 
the Kiwanis Clubs, a fine organization, these revelations and continued mail 
are innocently tied in with the ven ings are doing harm to direct mail 
ture. The local clubs raise money for and to legitimate charitable organiza 
National Kids Day (a worthy under tions (see page 20). 
taking). That money actually (every It you'll read the Wall Street Jour 
cent) is spent on children at local nal article, you'll learn that the same 
level. The promoters of the “Founda promoters are behind activities previ 
tion” claim their mailings and publici ously criticized in The Reporter. Fo 
ty help to raise money locally . . . but nstance, the ridiculous, bulky, leather: 
hose who forked over $650,626.50 to wallet mailings for the Gold Star Wives 
promoters and manutacturers may Service Foundation 


think otherwise. They should. The What can you do about it? Leart 


Like @ 
I Blonde 


Whatever you choose you'll find it in 


COLUMBIAN’ CLASP ENVELOPES 


You'll get the same quick easy loading, the a 
maximum of protection, the fast smooth print- ring 


ing surface and sturdy construction for which 


Columbian Clasp Envelopes have been nation- ‘ 
ally recognized for over 50 years plus a new yj 
colorful covered box with a label you can 


“spot a mile.” 
Users Everywhere can get quick serv 


ice from their envelope suppliers 


(7 uj, UNITED STATES ENVELOPE COMPANY th oo 
i use 14 Divisions from Coast to Coast ortractive 
leonall SPRINGFIELD 2, MASSACHUSETTS 








em aelrae) SAETCHES, DUMMIES AND DRAWINGS direct 
to your desk by mail trom my studio at home. Com 
E@mt plete personal service at moderate cost. Write for free 
booklet showing direct mail pieces I have designed. 


116 WEST CLINTON AVE. 
By AIR MAIL RAYMOND LUFKIN TENAFLY, NEW JERSEY MM rie Md: 

















in about background tacts. ricular non-proht activity which George letters... so that you can get the idea. 


Tell vour friends. It's difficult to take Kinter and a few other people should Here's one to the advertising man 


; 


ecause most of these know about. (Particularly the Better ager of a manutacturer of electrical 


iny action 
ire skating on the thin ice of Business Bureau.) appliances 
lity. The only remedy at present Fred has a special personal letter 
s publicity, notoriety. The legiti head printed on Strathmore rag con 
mate charitable organizations should tent bond. After his name and address 
band together. Devise some method to is a line in small type — Secretary: So 
al ow the public to dist nyu sh between ciety tor the Perpetuation ot Nonsen 
good and bad. A seal of approval. A sical Advertising. Fred also has pre 
rank statement about finances. Some pared a vellow bristol card (illustrated 
thing here). Original size 3144” x 244” 
The mails should be kept clean This = 
reporter will keep battling to keep 
them xo And thanks to the Wall 


Street Journal tor the most valuable 





=] 


This a to certify that 


iso member of the 
SOCIETY FOR THE 
PERPETUATION OF 
NONSENSICAL 
ADVERTISING 


issist to date 


CRUSADE AGAINST a. - 
SILLY ADVERTISING potogg hun sEE 4, The advertising m 


seeeeeeee ery received this one 


hh ae 


Pe eeresecccoooooos 





In Washington, during the Direct 
Mail Convention. we had a chance to He scans the ads in monthly mag 


et better acquainted with Frederick azines; listens to the radio; watches 


E. Gymer, 2123 E. 9th St., Cleveland television. When he finds corny, in 
| 


5. Ohio. who has achieved some fame sincere, silly advertising copy, he writes 
us the originator of the “Let's Have to the advertising manager. Letters 


; , " 
Better Mottoes Association. ( previ are beautitully typed. A membership 


ously mentioned in The Reporter) card, filled in, is enclosed 
Fred showed us a file of correspond Fred won't let us use actual names, 


ence concerning a hobby or extracur but we are giving vou a few of his 


ea tee cee bm tereet pomm o ee mew endincire” Peete ee | om terwet yam om mer ee ants Mente mm ome” 


Speaking of Humor: Modern Medicine (Journal of Diagnosis and Treat- address side there's a short message to pharmaceutical advertisers 
ment published at 84 South 10th Street, Minneapolis, Minnesota) emphasizing how much better it is to appeal to doctors when they 
commissioned Peter Arno to do « series of illustrations for a con- are in the right mood (reading about medicine). Vice President 
tinuing series of large postcards. Nothing but illustration and cap- Lee Klemmer told us about this campaign at a recent meeting of 
tion appears on one side of 512” «x 744” card. On one half of New York Pharmaceutical Advertising Club. It's working well 
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The Finest Beer Ever Served in Cleve 
And P.O.C. says ‘Nothing Finer And 


Dull Doards 1 omething about 


their 
Jumma 
Erin 


Division 


A book publisher received the fol 
lowing citation 


Gentiemen 


Sometime ago 


\ prominent distiller received this 
slap for a boner 


Dear Sir 
{ tw page Blank 
TIME some months 
in what ts 
hve must be 
carton domunate 
natural 
But that 


Membership in 
not tor that, but | 
man with a different 
Pick any five men 
the want in the 
entrat 


the 


And so it goes... letter after letter. 
We've given you enough to catch the 


idea. Fred’s files are bulging with an 


Sell 
Direct to 
Consumer 
Through 


MAIL ORDER 


ADVERTISEMENTS 


We Show You How 


PUBLISHERS’ RATES ALL PUBLICATIONS 
MARTIN Advertising AGENCY 


Direct Selling Mai! Order Ad Specialists29th year 
15 E. 40th St., Dept. 15, New York LE 2-4751 





better 
production 
brings 

better results 


There's a best way to produce 
direct mail. 

MASA meniele study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding; share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with 
“cheap” production you tamper 
with results. 

To check the effectiveness of 
your production source .. 
Always say, “Are you MASA?” 
YOUR BEST SOURCE for: Creative direct 
mea campaigns multigraphing mimeo 
graphing, offset and letterpress printing 
bindery mailing service mailing ists 
etc. Information about postal regulations 
and better direct mail results. 


For names of MASA 
members nearest you, write 


Mail Advertising 
Service Association 


18652 Fairfield Avenue 
Detroit 21, Michigan 
MASA 











If it’s bound 

by Sloves— 

it’s bound to be 
Outstanding— 


“SLOES 


portfolios 
sales kits 
easel binders 
merchandise- 
presentations 


HOW TO WIN NEW MAIL 
ORDER CUSTOMERS IN 
VOLUME FROM 


A NM ly 


MAIL ORDER LIST SERVICE, Y 
38 Newbury St.. Boston 16. M 
NEW MAIL ORDER CUSTOMERS IN VOLUME 





established 


Y-O-U NEED BETTER SALES LETTERS! 


established | 


SAMPLE OFFER: For YOUR own firm I'll custom-write one of my Master Model Sales Letters 


— full rights yours... 


My Letters have been used by firms of all sizes! 
like them — like so many others do! 


(No doubt you've heard of them before.) 
Composed of a phraseology that's resultful, you'll 
nd your FULL data now (with twenty-five dollars 


« for composition costs). You'll get your letter within a week. 





in 1930 


JAMES HENDERSON e 


11626 WOODWARD, DETROIT 2, MICHIGAN 











swers he has received. Some 


Most are humorous. But you cat 


= NEW/ MAILING LISTS your boots the criticism got back t 
actually wrote the copy 


the guy who 


VERIFIED for Every Purpose = ciaad te en. te On 


D 





how much influence these 


LIST 1500 DIFFERENT CATEGORIES naples ody xc yore cone 
umor-shots had on changing 
OF 100,000 r Owner Govt. Employees ter tactics. 


Seems like theres an 


NEW MOTHERS rehitects lousewives , 


Order Buyers il people. 


An exceptionally fine list r 1 P Ord ous 1 | 
' il Order Houses & Fred Gymer in the crusade 


of new mothers in the above itacturers 
ing might improve 1 


hundred 1 thous 


average income level Store) 
Not an ordinary birth list — 

Owners a . : 

; Neighborhood to \ 


these names are developed t r 
treet Mothers 


through direct mail, telephone 
and personal sales efforts from Workers space 
select pre-natal sources. Al rofessional People Gymer 
lergymen rehasing Agents to share his 


receive a subscription to BABY - os 

TALK magazine. leading Associations 
Members 
magazine in its field. The names 


represent customers and inquiries trit rms : ‘ » 
of a $%per-month diaper ~~ , Ho es ATTENTION 
a ~ GETTER! 


service, with each name indi 





vidually verified. List is growing Salesmen 
at rate of 200,000 annually Treasurers The illustration 
! and black 


On stencils. Geographical 
Empties returned. Rental and 


$15 per M head 


addressing 
FREE Catalog 


D. L. NATWICK DUNHILL ean 
ee LIST CO., INC. 


932 Broadway New York 
ORegon 3.47 e 

wil eee en 565 Fifth Ave., N.Y. 17, Plaza 3-0833 

& YOU ARE GETTING OLD AND WANT TO RETIRE 











Mailing List, Brokers - 
* YOU HAVE LOST YOUR LEASE 
@ © YOUR BUSINESS IS NOT PROFITABLE 


till 
__— 
@ ww YOU WANT TO EnrEr OTHER BUSINESS 


<== GET THE FACTS! | {2 == 


PHOTO-ENGRAVING COMPLETELY Oo 08 ot ae 0 eS SS 
EXPLAINED TO THE LAYMAN 





——— 











brush-up with this modern, complete and fully 


Now 
. ustrated guide to correct photoengraving methods 
24 HOUR SERVICE 
108 pages—loavishly illustrated in black and white, and color 
HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N.Y 
Tel. MU 9-8585 * Branch Office: MArket 2-4171 


And don't forget Horan's 


cround the clock h SCREWY THINKING 


service whether your 
problem is 
black and white 
Printin Monthly 


benday or color process 
fin 
S 





roit, M 


” 1 
“ 
He Read A Sales Letter ADAGE MAILERS PAY! 
i N make month- 
written by Shurtleff : mit tt ~~ 
ws bout “¥) mers and prospects for a few 
‘ cents each. Postal card size 
. ADAGE MAILERS get slid 
under glass tope of desks and 
he job hu ffi lis, sell you 
sae New! Effective! pp yhty protect every day 
FLAVEL H. SHURTLEFF Low Cost! of the year 
1128 Wilson Avenue, Peoria 4 Ilineis FREE samples and prices ADAGE CO. HOWELL, mick 


—————— 
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Write for yeur copy of our new 1952 
Envelope and ‘Mail-vertising” cataleg—it is 
THE BOOKLET a - ‘a for a compendium of useful knowledge on 

Envelepitis it tells you how to use en- 

DIRECT MAIL TRAINING velopes—the right envelope for a specific 

How to Think about Direct Mail purpose. Pages 4 and 5 will best indicate 

A } ' f ‘ how we can beth save and make money 

for you, thru your use of our products 
and facilities 





R Price $1.00 
F DIRECT MAIL ENVELOPE CO., INC 
THE REPORTER or Direct Mail Advertising 15 West 20th Street, New York 11, N. Y 
53 Hilton Avenue Garden City, N.Y WaArtkins 4-0500 
THE REPORTER 























not 
How 


ANOTHER ATTENTION 
GETTER! 
The coy 
side « i rd 
sheet, sel aller 


Ohio. (Original 


BEFORE 

you unfold this- 
take your penci! 
and check 

ONE 

of these figures: 


Opened the short copy reads 
“Did you check number 3? Most peo 
ple do but don’ ask us why. How 
ever, We will tell ul whv it yst tolks 
preter our loan service 1 you mav 
double check all 

Then the block M 


like this 


1. 
- 


*> ts . 
y IT'S FRIENDLY 


® ° r 
1 a ~ IT'S CONVENIENT 
f. ie IT'S INEXPENSIVE 


; 


Balance of sheet was 


address and other letails 
Acceptance 
Playhouse Bldg., Cleveland 15, Ohio 


Well done. 


Centra Corporatior 


W. S. PONTON, INC. 
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50 East 42nd St., New York 17, N.Y. 





CLASSIFIED ADVERTISING 





Rates: $1.00 per line 


minimum space 3 lines. Help and Situation Wanted Ads 


SOc per 


line—minimum space 4 lines. Write The Reporter, 5342 Hilton Ave., Garden City, N.Y. 





ADDRESSING 
OUR LISTS ARE 


Retailers 
Banks 
We charge only for addressing 
SPEED ADDRESS KRAUS CO 

48-01 42nd Street 
Long Island City 4, N. Y 


FREE 
wholesalers manutacturers 


churches institutions 





ADDRESSING TRADE 


M. Victor—Addressing for the Trade 
Rapid Service Unlimited Quantity 
Large Staff of Expert Typists 
130 Flatbush Ave Brooklyn 17, N.Y 
STerling 9-8003 





ADDRESSOGRAPH PLATES 


Speedaumat plates embossed, three 
line, on genuine Addressograph Alloy 
$30 per thousand complete. Write for 
quantity discount 

Advertisers Addressing System 
706 Chestnut St St. Louis 1, Mo 





ADVERTISING AGENCIES 
SELL YOUR PRODUCT WITH pulling 


mail order, agent ads. 
We show you how. 
Martin Advertising Agency 
15P East 40th Street, N.Y 16, N.Y 





DO YOU MAIL TO SHORT LISTS? 


You can afford better styling, better 
copy even on small-scale direct mail 
efforts when you get big league help 
rom Ad Scribe, North Canton, Ohio 
Write for work-by-mail Folio 82 





FOR SALE 
‘Model 479 Muftigraph double width 


drum, printing ink attachment, suctior. 
feed Rough complete Bargain price 
$550.00. Mailers, 40 W 15th St., 
New York I1, N. Y.” 


4000 sheets black carbon paper ;$65 
Elliott envelope sealer; 300 ft. 1” Cir- 
cassian walnut board; $200. Oil paint 
ing. Exchange for: cash, denture users 
names, paper, or what-have-you? Ver- 


non Baker, Elyria, Ohio 





MAILING MACHINES 


Hand and Electric Addressographs 
Graphotype Models 6340 and 6280. 
BARGAINS ON ADDRESSOGRAPH 
TRAYS. Elliott addressing machines, 
Medels 800-1500 & 3000. 27-53 
drawer cabinets SAVER & WALL- 
INGFORD, 147 West Broadway, New 
York 13, New York, WOrth 4-0520 


15,000,000 


HOME OWNERS 
Write Dep't 


Phone MUrray Hill 7-5311 


HELP WANTED 


TO A COPYWRITER WHO 
WANTS TO COME 
TO BOSTON 


Somewhere there's an experienced 
opywriter who can find a :ood spot 
in the Boston office of this nationally 
known advertising firm To fill an 
opening created by increased busi 
ness, we need an addition to our pre 
sent staff of sixteen talented creative 
people. This means a writer not 
ust an idea-man A man who has 
what it takes to turn out copy for 
some of the biggest names in American 


business 


The person we have in mind probably 
is working now for a small or medium 
sized agency. Or maybe for a manu 
facturer Perhaps he’s a native New 
Englander who's had enough of New 
York, Chicago or wherever, and now 


wants to “come back home.” 


He won't be expected to double im 
brass as an artist, but if he’s creative 
visually as well as verbally, that will 
count in his favor And to balance 
against the older members of our staff, 
a man between 25-35 would be ideal 
Please don't apply unless you can 
move to Boston (or live here now) 
And don't send samples Just write in 
detail bac kground, ex- 
perience, and salary requirements But 


about your 
don't put it off because if you're 
the man we've been looking for, we'd 
like to pass the papers soon Box 81, 


The Reporter, Garden City, New York 





Circulation Manager 


Wanted for Air Conditioning and Re 
frigeration News (17,000 ABC and 
going up) and Appliance Digest (42, 
500 circulation in process of conversion 
to all paid) who knows direct mail, 
list work, handling of people, and 
Graphic Arts processes Better salary 
Send resume with snapshot to Ed 
Henderson, General Manager, Business 
News Publishing Co., 450 West Fort 
St., Detroit 26, Michigan 





OFFSET CUTOUTS 


headings, illustrations, 


borders, 


Promotional 
cartoons, sy mbols, panels, 
holiday art, type fonts, decoration, 
for oftset reproduction Most complete 
service in U. S. Free desc riptive book 
let. A A. ARCHBOLD, Publisher, 
1209-K S. Lake St., Los Angeles 6, 


Calif 


R”’ for FREE Catalog, , 
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ENVELOPE SPECIALTIES 
2015 N. Hawthorne Ave. Melros 
t Ay ard Fiow 
20th S$ 
Rockw 
Aver 
ampbe 


a Envelope 

tis, 100 af 

Direct Ma E veiope ° n 
Gar jen Cc ty Enve ope Co 


Hodes-Danie 


enue 
West 
Nortt 


Fourtt 


15 
3001 
rooretior 19th & 


IMPRINTERS — SALES LITER 
C 301 


Tension Envelope 
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LABELS 
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45 West 45th S 
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Hewig Company 
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ADVERTISING 


PHOTO ENGRAVERS 
460 West 34th 


PHOTOGRAPHS 


Pioner-Moss, Inc 


New 


PLATES AND STENCILS 


POSTCARDS 


+ SO 


PRINTING EQUIPMENT 


PRINTING —Letterpress 


Names in the 


Ellis G. Bishop, formerly of 
Royal Typewriter and a DMAA 
Board Member is now New York 
District Salesmanager for Osborne 
Co., Clifton, N. J. . . . Hamilton 
B. Mitchell has been named east 
ern manager of the direct mail di 
Reuben H. Donnelley 
succeeding Henri 
retired 


vision of 
Corporation, 

etta G. Davis 
Dave Ostrom 


who has 
becomes assistant 
to the new manager °° Charlie 
Morris (perpetual promoter of 
better direct mail) has left his 
post at Reinhold-Gould to become 
Assistant to President of Henry 
Lindenmeyr & Sons, Inc., 480 Ca 
nal St., New York 13, N. Y. He'll 
be in charge of business develop- 
ment for all the company s houses 
... Archie J. Fay of National 
Process Company, New York, was 
reelected President of the Nation 
al Association of Photo Lithog 
raphers at their 20th Annual Con 
vention, week of November 5th 
. . . Jim Mosely (Mosely Mail 
Order List Service, 38 Newbury 
St., Boston 16, Mass.) 
gave good coverage to the Wash 
ington Convention in a twenty 
page highlights bulletin mailed to 
prospects He 


certainly 


his customers and 
might have a few 
. . . Stuart Coxhead, President of 
Ralph C. Coxhead Corp,, 720 
Frelinghuysen Ave., Newark 5, N. 


spare copies 


ail 
wont 

FOR 

Less 


DECEMBER, 1952 


PRINTING—Offset Lithography 


treet 


PONTON'S 


“The House of Direct Mail 


es 


S. PONTON, 


PRINTING—Letterpress and Offset Lithography 


TYPOGRAPHY 


News 


J. (Vari-typer) got back from a 
long tour of Europe in time fo 
the New York Business Show . 

Joe Rubenstein, President of Ad 
dressing Machine & Equipmeni 
Company got back from anothe 
of his rambling tours, this tim 


in Mexico . . Arthur Tofte o 


Last month we ran a short note about the 
Seatt'e Chapter of the Mail Advert sing Serv 
ice Association. How it donated su scr p- 
tions to The Reporter to two libraries and 
the University of Washinaton. Now we have 
Shown here 
sentation Not just The Reporter 
but nineteen books on letter writing print 
ing, selling, word study and dire-:t mail were 
donated to the school. Shown in picture 
from left to right: Lila Casady, Professor 
Vernon D. Frost. Dire-tor of School of Com- 
Miss Verona Bekkedal, jour- 
nalism Wibrarian: Fred Klein, M.AS.A. Edu 
cation Committee Chairman’ and Db Lars 
downe, president of Seattle MASA 


more of the story s the pre- 


ceremony 


munications 


and streamlined for 


East 42nd St 


fast, 


New York 


TRADE ASSOCIATIONS 


R46 Fair 


TYPEWRITERS 


VARITYPING 1BM 


way 


VARITYPE EQUIPMTNT 


Allis-Chalmers Manufacturing Co 
Milwaukee |, Wis., recently retir 
ing off DMAA Board, is doing a 
National 
Associa 


Survey 


wonderiul job for the 
Industrial Advertising 
direct mail 
NIAA 


mail 


tion and for 
ing, by mail, all 
bers on direct problems 
Qteestionnaire and 
be anxious to report on final re 
... Fred Kirby of Saturday 
Richmond St., 
Toronto, Ont., Canada and 
Toronto Di- 


meim- 


s good we ll 


sults 
Night 
West, 
others are starting a 
rect Mail Club (or chapter I 
DMAA). Organization meeting 
held December 9th. We'll report 
later on details his reporter 
for one, regretted the passing on 
November 6th of Congressman 
Adolph Sabath of Chicago, two 
days after being reelected to his 
24th Congress. He 
was a We used 
into his office often in 
Urged take 
He couldn't quit working 
for America Will never 
him for quick action 
us break up the racket of demand 
ng royalty on reproduction of 
Veterans Discharge Button. That 
one battle in which he 

Jack McDonnell, 
President of The Epicure Club, 
Elizabeth, 4, N. J 
pat on the back for sending out 
the shortest Christmas gift 
order letter Just four short para 
graphs and a P. S. accompanying 


Press, 71 


term in the 
grand old man 
to drop 
Washington him to 
it easy 
forget 


in helping 


was just 


helped 
should get a 


mail 


colorful 24 page miniature cata 
log. A relief from the long wind 
ed, high pressure stuff cluttering 


the mail 


MAILING DEPARTMENT is completely mechanized 


accurate and effi- 


cient service, — at lower costs to you .. . No 
Direct Mail Campaign too large —-or too small. 


one MUrray Hill 7-531) 





SHORT NOTES 


DEPARTMENT 


scribe the tremendous work of the Asso 
ciation. The other pages give a most de 
tailed accounting on financial and 
administrative matters. It is worth h ving 


tor information and for an idea file 


AND COLOR are 
simple little house 
Lloyd 
Thames Belting Co.., 


SEX APPEAI 
be ing idded to ' 
magazine in a unique way by 
Cochran of The 
P.O. Box 506. Norwich, Conn. His 
called “Better 


x 914" 


monthly house magazine 


Belting,” is just a 4 four-page 
affair 


tone paper Cone tint on one side, another 


printed in one color on double 


tint on the other). Then at the top of 
the first page under the masthead, Lloyd 
tips on a syndicated, lithographed pin-up 
girl from Goes Lithographing Co. Size 
"x4 


ment 


Makes an eye-catching arrange 


eee 


SPEAKING OF SEX APPEAI 
it is amazing how publicity agents can 
think up corny ideas to use it. The pr 
ture shown here was attached to a press 
release from Fresh’nd-Aire Co., 221 N 


LaSalle St., Chicago 1. Il. It is supposed 


to tie in some way with the idea that 
Santa's workshop is full of shiny new 
Fresh'nd-Aire Heaterettes The girl is 
supposed to be Santa's helper. Probably 


needs more than a Heaterette. 


fancy boxes of 


YOU CAN BUY 


chocolates with the name of each recip! 


ent printed on an attractive packaging 
label *‘World’s Finest Milk Chocolate 
Made W rite 
to Herman Schmidt of Cook Chocolate 
Co., 4825 S. Rockwell St 2 


Chicago 32, 
Ill. and get informative 


Especially for 


circular. Many 
large organizations have used the idea 


for special gifts 


THE PICTURE ABOVE is a gag 
shot taken at a recent convention. Your 
reporter is wielding the world’s largest 
gavel made of Lignum-Vitae (heav- 
iest wood), with a 13” head, 46” over- 
all, and weighing 27 pounds. It is being 
presented by Samuel Gold of Lignum- 
Vitae Products Corp., 96-100 Boyd Ave.. 
Jersey City, N. J. who manufactures 
speaker's gavels and other wood products. 
Sam tells us that he will be glad to lend 
this gavel to any Reporter readers who 
want to use it for gag purposes at meet- 
ings or conventions. It is a good publicity 
getter. Write to Sam if you are interested 
No cost 


charges 


involved except transportation 


IT WORKS! Don Kruse of Collegiate 
Cap & Gown Co., Champaign, IIl. sent 
us a mailing piece which was sent to 
ministers, and which “worked well.” Says 
he got the idea from an old issue of Th 
x 4-%4", third class 
permit above address, 
printed line “An Invitation.” At bottom, 
left corner “R.S.V.P.” Inside, a four- 
page. french-fold type folder with first 
page printed in gold ink, “Collegiate 
Cap and Gown Company Cordially In- 
vites you Inside was the dignified 


offer of pulpit and cho'r robes. Enclosed 


Reporter. The 5-°s 


envy elope bore, 


return card allowed recipients to ask for 


fall catalogs in specified classifications 


ADVERTISING AGENCY AD.- 
VERTISING of its own services is usual- 
ly weak. That's being polite! An 


exception to the usual rule is . . . the 
The Jay H. 
Maish Co. of Marion, Ohio, The four- 
x9 and 


Inside. 


pocket portfolio issued by 


page portfolio measures 5'4° 


is titled “Advertising Aidgency.” 


in die-cut slots, are two 8 x 3 , 28- 
page booklets. One describes the growth, 
policies, recognition, executives and cli 
ents of the organization which Jay Maish 
started back in 1916. The other slim 
booklet, “Under One Roof, 
all the services available from the “Folks 
on Gospel Hill.’ A fine job with 
out too much (but permissible) bragging. 


describes 


DIRECT MAIL VOLUME for the 
first ten months of 1952 was $969,606,565 
a more than 10% gain over same 
period in 1951. For November, the 
DMAA's estimate was $112,670,142 
a 10% gain over October, 1951 
Going up! 


\ TRANSPARENT PLASTIC EN- 
VELOPE was used to mail the Novem- 
ber issue of Cosmetics & Toiletries, trade 
magazine of the beauty aids field. The 
colorful cover showed clearly through the 
protective but nearly invisible envelope. 
Addressing label was inside. Shown look- 
ing at the new innovation are: William 
K. Beard, Jr. (left), president of Asso- 
ciated Business Publications and Publish- 


er Thomas B. Haire. For those interested 

the development of this envelope was 
carried out with the cooperation of two 
well-known packaging organizations: the 
Plax Corporation, Hartford, Conn. who 
provided the polyethylene sheeting, and 
the Crystal-X Corporation, Lenni Mills, 
Pa. who converted it into finished en- 


velopes. 


AS THIS LAST ISSUE of the old 
year goes to press . . The Reporter 
Staff is mighty thankful to all of you 
fine people who have helped to make 
this “the best year yet.” Subscribers, ad- 
vertisers and contributors of ideas and 
articles. Here's our best wishes for the 
Holiday Season and for all the days 
ahead. We have many new things plan- 
ned for vou in 1953 


THE REPORTER OF DIRECT MAIL ADVERTISING 





Designs reproduce 


the way 


| hope they 
will on 


, 
a ~—.. 


— 


y HAMILTON BOND 


When I design a letterhead for a customer, I always 
like to prove it and print it on Hamilton Bond. I won't 
say a paper could flatter my design, but Hamilton 
Bond does the next best thing reproduces it the way 
I expect it to look. Hamilton Bond white sparkles 
All its eleven colors are really serviceable. The gen- 
uine watermark emphasizes its quality. In fact, looked 
at from any angle, Hamilton Bond is a fine, reliable 


paper for printers to work with 


W. C. HAMILTON & SONS, MIQUON, PA. 


Offices in New York, Chicago, Los Angeles 





Like to see Hamilton Bond in ac 
tion? Send for this good-looking 
portfolio containing sample letter 
heads—all produced with standard 


type faces. Send in the coupon 








W. C. HAMILTON & SONS, MIQUON, PA 


Please send me the letterhead portfolio 


Name 


Firm Name 


Address_ 





"Here's the Paper 
the Printer Selected!" 


... Says the Engraver 


“This printer is cooperative. He insists on 
proving the plates on the paper to be used 
for the job. In this instance the paper is Hudson 


Gloss—so | recommend 120 line screen.” 


CONSULT THESE SPECIALISTS: 


























The Printer who has learned from past The Engraver recommends the half- The Ink Man who recommends and 
pressroom performance Hudson Gloss tone screen for reproduction and submits compounds the most practical inks for 
brings out the true quality of the job. proofs on the paper selected for the job the job 





HUDSON GLOSS... 
the specialists’ choice Teamwork 


Letterpress printers select Hudson Gloss for recipe booklets, 


broadsides, travel folders and inserts for economical printing 





of color work . . . it makes their work look better. On your next letter- 
press job ask your printer about International's Hudson Gloss. 


International Paper Company, 220 East 42nd Street, New York 17 


Boternational a 


Wiper... 


PAPERS FOR PRINTING AND CONVERTING 


* 








